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SYMBOLS 


The following standard symbols are used in 
Dominion Bureau of Statistics publications: 


.. figures not available. 
... figures not appropriate or not applicable. 
— nil or zero. 
-- amount too small to be expressed. 
P preliminary figures. 
‘ revised figures. 


x confidential to meet secrecy requirements 
of the Statistics Act. 


SIGNES CONVENTIONNELS 


Les signes conventionnels suivants sont em- 


ployés uniformément dans les publications du Bureau 
fédéral de la statistique: 


.» nombres indisponibles. 
... n’ayant pas lieu de figurer. 
—néant ou zZéro. 
-- nombres infimes. 
P nombres provisoires. 
™ nombres rectifiés. 


x confidentiel en vertu des dispositions de la 
Loi sur la statistique relatives au Secret. 


INTRODUCTION 


Advertising expenditures included in this report 
are made up of the advertising revenues of the 
various media situated in Canada (printing, publish- 
ing and allied industries, radio and television sta- 
tions, Signs and display industry), the commis- 
sions of advertising agencies, the internal costs 
of advertisers and miscellaneous items. Therefore, 
the figures are total expenditures in Canada and 
not total expenditures of Canadian advertisers. An 
exception to this is the inclusion of the value of 
imported printed matter, stereotypes and so forth, 
shown in Table 13, and certain out-of-Canada 
costs Shown in Table 8. 


Not considered as advertising for the purpose 
of this survey, and excluded by instructions to 
advertisers, are expenditures on sales promotion 
or similar plans involving samples and premiums, 
expenditures on measurements of the effectiveness 
of advertising, market surveys and other research 
work, fairs and exhibitions, package design, annual 
reports and house organs. Expenditures on cata- 
logues and window displays were collected in such 
a way that they can beincluded or excluded as the 
expert user of the data may decide. 


A different type of Survey that would have 
ascertained all advertising expenditures would have 
required a costly procedure of sending a question- 
naire to each individual advertiser in the country. 
The approach through the media, therefore, was 
adopted for reasons of economy. The Dominion 
Bureau of Statistics has regular surveys every year 
of the major media — the printing, publishing and 
allied industries, radio and television Stations, 
and the bulk of the sign and display industry. 
With advertising data from these surveys to start 


with, the survey went on to get information about 
the revenue derived from billboard advertising, 
streetcar, bus and other transit system advertising, 
direct mail costs attributed to advertising, the 
cost of imported advertising material, etc. 


The media revenue excluded advertising 
agencies’ commissions, information about which 
is available directly from the annual DBS report on 
advertising agencies, and this is noted as a sepa- 
rate item in the list of advertising expenditures. 
In the last survey of advertising expenditures 
made by the Dominion Bureau of Statistics for 
1964 (published as DBS Catalogue No. 63-512), 
there was no estimate for the expenditures by 
advertisers on their own advertising efforts — e.g. 
overhead of an advertising department or show 
cards made by their own staff. For statistical 
purposes, these have been called internal costs 
and were measured for the last time during a sur- 
vey carried out by DBS for 1954 (published as 
DBS Catalogue (No. 63-501). For 1954 internal 
costs accounted for 8 per cent of total advertising 
expenditures. Data on internal costs were collected 
again during the present study for 1965. It was 
found that they increased by 160.3 per cent from 
1954 reaching an amount of $83.165,952 or 9.1 
per cent of the 1965 total. 


During this survey a special effort was made 
to collect from advertisers not only ‘‘internal 
costs’’ but also ‘‘external costs’’ to provide total 
advertising costs from which ratios of advertising 
to sales or Shipments could be calculated. This 
matter will be discussed in more detail in the last 
section of this report. A new feature of the 1965 
report is a tabulation of the expenditures of various 
industries by type of advertising medium. 
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SECTION A. SUMMARY OF RESULTS 


Estimated advertising expenditures in Canada 
for 1965 amounted to $909,849,961, while the Gross 
National Product reached $52,109 million. These 
figures indicate that in 1965 Canadians devoted 
1.75 per cent (as compared to 1.60 per cent in 
1954) of the Gross National Product to advertising 
expenditures. Table 1 indicates that between 1954 
and 1965 the grand total of advertising expendi- 
tures increased by 128.1 per cent. 


The largest component of advertising expendi- 
tures is for the goods and services of the printing, 
publishing and allied industries. Advertising 
revenue of these industries, representing an in- 
crease of 85.1 per cent over 1954, accounted for 
52.9 per cent of total expenditures in 1965. The 
1965 total of $481,495.880 for printed advertising 
comprises $360,780,880 as advertising revenue of 
Canadian newspapers and _ D)eriodicals and 
$120,715,000 for the printing of catalogues and 
other printed advertising matter. More detailed 
discussion of this subject may be found in the 
section ‘‘Printed advertising’’ which follows. 


Radio advertising revenue, at $70,640,099, 
accounted for 7.8 per cent of the total, while tele- 
vision, recording an increase of 965.2 per cent 
since 1954, reached the amount of $91,558,760 or 


10.1 per cent of the total in 1965. Advertising 
agencies’ commissions reached $52,383,006, com- 
pared with $23,229,612 attained eleven years 
earlier. 


Outdoor advertising accounted for $60,724,784 
and included advertisingrevenues of firms producing 
neon and other electric and non-electric signs, 
revenues of show card painters, sign writers, 
sign painters and other sign producers; revenues 
of firms in other outdoor advertising activities, 
e.g., renting space, putting up billboard or poster 
displays, etc., and advertising revenues of firms 
placing advertising matter in streetcars, buses and 
other transit systems. The amount of $60,724,784 
for 1965 is 244.9 per cent greater than the Corre- 
sponding figure of $17,607,278 recorded in 1954. 


Direct mail (postage) increased by 210.6 per 
cent and accounted for $34,648,575 versus 
$11,155,000 for 1954. So called internal costs of 
advertisers advanced sharply by 160.3 per cent 
reaching- $83,165,952 "in 1965 as against 
$31,953,252 recorded for 1954. Miscellaneous 
advertising revenues jumped in the period under 
discussion by 139.8 per cent from $14,482,476 
to $34,732,905. 


TABLE 1. Estimated Advertising Expenditures in Canada, 1954 and 1965 


Component 1954 1965 fan 
dollars % 

Motals; allecomponentsS i see cee eee eee eicnee 398, 843, 452 909, 849, 961 128.1 
Mined ad. viens la eiee. cxtkecemere Rat mnce. eee coat st beionneesmee ie 260, 109, 518 481,495, 880 85,1 
SEU ONG) nies RA SA ee Reena 6 Ae eae ce ae ance Pict ab ich Poo RMR 31, 710,690 70,640, 099 122.8 
PIR ONV TO Tine aeatee ena ey eee eer ee ey Seta ane ee: ae col Pee fran Came rece 8,595, 626 91,558,760 965.2 
Advertising agencieS’ COMMISSIONS 20.00... eeeececeeeseecsneseeeaness Zona oO Le 52, 883, 006 Wey 
rule lovene Lobe SiN elen, seer ene eran eitensa ety od Sopeee sen cacpeoc memecne tenon eee i, COW, Bs 60, 724, 784 244.9 
DiRSetrmala(HOStAGS RS ee Meth Fe. Aeise kee ee tee Maeno a crane. thats 11,155, 000 34, 648, 575 210.6 
Advertising departments of advertisers (internal costs) .... 319 958.252 83,165,952 160.3 
MUSG OMEN O US neeron ete Maca octe crac oo atameaeserecie mere tee cen eR 14,482,476 34,732, 905 139.8 


SECTION 8. ADVERTISING EXPENDITURE COMPONENTS 


Printed Advertising 
Newspapers and Periodicals 


For many years the Dominion Bureau of 
Statistics published an annual report entitled 
‘‘The Printing Trades’’. This publication ceased 
with the 1959 number. For the years 1960 to 1962 
statistics were issued in the following four publi- 
cations: ‘Commercial Printing Industries’’; 


“‘Engraving, Stereotyping and Allied Industries’’: 
‘Publishing Industry’; ‘‘Printing and Publishing 
Industry’’. 


Four separate publications have been dis- 
continued and beginning with 1963 only one publi- 
cation is prepared with the title ‘‘Printing, Pub- 
lishing and Allied Industries’’. It shows advertising 
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revenueS as a separate item. The information 
compiled for this report has been used in the 
survey of advertising expenditures in Canada, 
1965. Table 2 gives historical data of advertising 
revenue of Canadian newspapers and periodicals 
from 1954 until 1965. The data are broken down bv 
type of publication. In Table 3 a distinction is 
made between advertising revenue for 1965 of news- 


| 


plants and advertising revenue of newspapers and 
periodicals not printed by the publishers. The 
total advertising revenue of Canadian newspapers 
and periodicals in 1965 amountedto $360,780,880, 
an increase of 85.4 per cent over revenue of 
$194,621,715 for 1954. 


Imported printed advertising matter is included 


papers and periodicals printed in publishers’ own , 


with miscellaneous revenues rather than here. 


TABLE 2. Advertising Revenue of Canadian Newspapers and Periodicals, 1954-65 


Newspapers 


Year 


Daily 


National 
week-end 


Weekly, 
bi-weekly, 
trieweekly 


Magazines 
of 
general 
circulation 


Trade, 
technical 
and 
scientific 


Agric 
cultural 

publice 
ations 


Total 


dollars 
IG) oy fell Se ee ee 116, 112, 974]11, 565, 838}17, 784, 819]14, 280, 092] 15, 237, 728] 4, 910, 603}14, 729, 661] 194,621,715 
LO OL ee ass Seinen ois 127, 224, 192/12, 822, 142)19, 274, 666) 15, 719, 984] 16, 290, 234] 4, 706, 426]16, 436, 483] 212, 474, 127 
GISNG) a vecscecoey Seco ee 142, 409, 186/14, 701, 388/19, 343, 798}17, 940, 227|20, 641, 699]6, 310, 789] 18, 750, 221] 240, 097, 308 
WOT earmark as 146, 388, 471/15, 234, 215]19, 217, 282/18, 109, 182 |22, 876, 176|6, 217, 435] 21, 532,407] 249, 575, 168 
LOD BEN tas ay oiecs est? 152, 536,489] 15, 457, 410/20, 306, 377/17, 798, 132}23, 382, 76216, 303, 824] 25, 238, 467] 261, 023, 461 
ASO Omar stash cert 166, 316, 236) 15, 356, 837] 21, 900, 462)18, 512, 676/25, 182, 634/6, 750, 578|28, 933, 803] 282,953, 226 
BOG Oper. eesorcten ced 169, 927, 549/17, 089,079] 23, 916, 179 | 21, 033, 305) 25, 760, 200/6, 439, 865/30, 717, 063] 294, 883, 240 
OOH Meee samme andes: 174, 158, 578] 16, 934, 738| 23, 691, 553) 19, 801, 359| 25, 214, 701] 5, 756, 839] 33, 120, 092) 298, 677, 860 
MOG Qe rete nes scans oe. | 184, 054, 048 17,018, 365] 24, 907, 895/17, 875, 244] 24, 547, 153] 5, 529, 466/34, 979, 969] 308, 912, 140 
WS Goa meres conse cre same 187, 619, 226/17, 039,427 | 24, 878, 529 |17, 319, 948] 24, 932, 700| 5, 617, 089]35, 900, 016] 313, 306, 935 
ND Gee. res teae eee. oot 195, 894, 340)17, 935, 294 | 26, 256, 104/17, 817, 894] 26, 399, 722] 5, 551, 268] 37, 726, 851] 327, 581, 473 
IMS Seo speaeccere cecemrer 220, 822,462]17, 393, 759 | 29, 466, 378 | 19, 650, 618) 29, 930, 500] 4, 230, 163] 39, 287, 000} 360, 780, 880 


TABLE 3. Advertising Revenue of Canadian Newspapers and Periodicals, by Classes, 1965 


Class ‘printed in ae Total, all 
publishers publishers periodicals 
own plants 

dollars 

INIEWISD ADOT Sis GAUL? iacrsessccssueeeesteecer cece cians cioapen sees seek keen neanpetane 220,406, 000 416, 462 220, 822,462 
ee Nationally wie ekeena ewer cence eee acetone cree ee terse 15, 919,000 1,474, 759 ME fates kas (153) 

Se weekly, Semisweekiy ge to a kes: erecta trace 20, 438, 000 9,028, 378 29, 466, 378 
Controlled distribution, weekly NEWSPaPETS ........eceeeeeeeeee 853,000 642, 000 1,495, 000 
Macazines of general icinculation 2.ceces-cesteeeveses sae scuaeononneane 8,415, 000 11,,235;618 19,650,618 
Melepnome, and: Clby CILECUOMICS tree cnet: cesesenueveaernecet cere 149, 000 34, 641, 000 34, 790,000 
Trade, technical and scientific publications 2... 14, 732,000 15,198, 500 29, 930, 500 
PNGTUCULTURAL DULCE LLOMS=, weerse ren. petaate o-eeeneax dts ernest ease 2,320, 000 1,910, 163 4,230,163 
AE MMCTOUSy DOI LOALTO MIS ee eeineet- e-cyaeas. aeveesseareestescs oe ohne emma iee- 155, 000 428, 000 583, 000 
School and collegiate: publi CAtlOINS steer: surscctae a eater cn nee. a 176, 000 
BILAGETHAL WUDILCAULONSI ertc.tce.ctceesee ct ac seeaeee cose ee eens u z 372,000 
EMRE O SOLD NCR ULOIS ra. cer erent er aner en tek Senter neers deer : 31, 000 
PMC TADEMO Ci CAl Gur vate scaemecneige ss sere ngsctnndtyareeiamereresiesee?- 1, 052,000 1, 367, 000 1,840,000 
All newspapers and periodicals ....00...............ceeeeeeneeeeeeeeeees 284, 439, 000 76, 341, 880 360, 780, 880 


1 Included with ‘All other periodicals’’. 
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Other Printed Advertising 


Table 4 gives data concerning other printed 
advertising revenue, exclusive of advertising in 
newspapers and periodicals, from 1954 to 1965. 
The largest single item included under this cate- 
gory is catalogues which amounted to $30,624,000, 
or an increase of 94.0 per cent over $15,782,725 
for 1954. All other printed books chiefly for adver- 
tising totalled $5,358,598 in 1958 compared with 
$3,908 ,827 for 1954. Since 1959 this item has been 
included with all other printed advertising matter. 
In Table 4 it is shown that other printed adver- 
tising revenue for 1965 totalled $120,715,000 
($65,487,803 in 1954) and consisted of $30,624,000 
for catalogues and $90,091,000 for all other which 


included expenditures on the printing of calendars, 
circulars, price lists, dodgers, folders, posters, etc. 
As with catalogues this amount does not represent 
total cost, since expenditures involved in preparing 
such advertising matter for printing will usually be 
considered as part of the internal costs of adver- 
TISCES. 


Trade Work 


As with the 1954 survey, the amount of trade 
work (electrotyping, photo engraving, trade composi- 
tion and so forth) done directly for advertisers and 
advertising agencies has not been ascertained. 


TABLE 4. Other Printed Advertising Revenue, 1954-65 


All other All other 
Year Catalogues | PURIEA Pcie] pened | Total 
advertising matter 
dollars 

DODGY Rasctcoccestenetsavoneceeavtte asses daatest senvasshas tevastoaersu sess svessntieoeste tek case onse 55,782, 725 3,908,827 | 45,796,251 65, 487, 803 
UO 5.5 VR Aetenectecacencesccet tae soa ten sestae lw ee nas see iskee weet ceeetee chet eee Ree Rc ers cna 16,065,372 4,803, 465 51,249,039 | 72,117,876 
MOS Oaeerssccct ee sat ceceenace tasecateteec atte. teosss iekensnates ces ceaeamtctesaretecsemeeretceieeere 16,422,405 Seal 934s Oo nolOno 21) 78,319, 860 
DS PT Aakaar asa cc OSCE EAG AE CREEPERS REESE CR Aha titi oh rere tee 58127529 5,654,609 | 60,093,857 | 83,560,995 
NOD Gia aetes. tae eter sccrctcn se caelatoc meas ststetaasiaseteneteistonciececeod aceksveuresteree ore: 17, 365, 913 5,398, 598 | 60,812,195 | 83,536, 706 
1S oe ee i chen se SEES ar ae Cres ee Ir a heat 21,759,925 56,998, 721 78,758,646 
OG ys oss iike sccugsvatascdtensssienesctsesssosthesseslecesoentssesins aedies esoeevoisoeeetecexesrss 23,134,516 62,192,010 | 85,326,526 
De) eB a een ere Sac och cee erry RCA Re ET Hee eee ic enc 23,193,406 66,992,595 | 90,186,001 
LQG Qi ee ceckaeseaseesesectscccas tnt cers cee ew deotwoccnciele teu suse stesecsentsearcteneccceatee eeecense 23,428, 785 69555151093) 1) 925-979; 818 
OG BORIS casera stocence a cease eer cerca o ds Soke oerctaces cies adterteten <tassercroner 26,406, 000 76,676,000 | 103,082,000 
LOG err orev ai cderwiacuuoth guctondectawueredssoscisuote fea teotasesceasnedioaste tae tae sniaven dereeve se 26,608,000 84,346,000 | 110, 954,000 
VO.G Diet cess sus cecauses tess sduek sovtwdencstous ea dines ance seceoneae mtn aosneteterersaeseeacnch O54 30,624,000 90,091,000 | 120,715,000 


1 Included with ‘‘All other printed advertising matter’’. 


TABLE 5. Advertising Revenue of Radio and Television Stations, by Type of Program, 1965 


Network and 


Ravionak Local Total 
dollars 
JST zIfO NY Gy Spe crests ok MA RN IS ERR, Fea a2 Ac eS ee 29,186,396 41,453, 703 70,640, 099 
RSH IENUSISDIG) (PS ee ene 2A pan cpapenaennctin | Ep ae aay SORE Pia <6 ra yan trident es 72, 808, 024 18,750,736 91,558, 760 
Radio and Television $91,558,760 for radio stations and _ television 


Information which appears in this section has 
been published by the Dominion Bureau of Statis- 
tics which annually surveys the Canadian broad- 
casting industry. The data are compiled from an 
annual broadcasting questionnaire which also meets 
the requirements of the Board of Broadcast Gover- 
nors and the Department of Transport. 


Table 5 reveals that for 1965, in Canada, 
advertising revenue amounted to $70,640,099 and 


Stations, respectively. In comparison with 1954 
the advertising revenue ofradio stations increased 
by 122.8 per cent and of television stations by 
965.2 per cent. All such media totals are exclusive 
of advertising agencies’ commissions. To obtain 
the total of advertisers’ expenditures on radio or 
television advertising, the commission of adver- 
tising agencies should be added to these amounts. 
An indication of this can be obtained from Table 6 
on advertising agencies where the proportion of 
their billings for advertising through the radio 
and television media is shown. 
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All private commercial broadcasting stations 
and the Canadian Broadcasting Corporation were 
surveyed to obtain their net revenue from adver- 
tising. Non-commercial stations are not included. 
It should be noted that data for privately-owned 
stations are forthose stations whose fiscal year 
ends within the calendar year 1965. Information 
for the CBC is for the fiscal year 1965-66. The 
net revenue from advertising included charges 
billed either directly to advertisers or through ad- 
vertising agencies and consists of station time, 
production and talent costs, announcers’ fees and 
line charges. All broadcasting stations report 
advertising revenue received from network, national 
and local advertising net of advertising agency 
commissions. 


Network advertising revenue consists of 
revenue received for advertising when a station is 
attached to a network. Arrangements are generally 
made by the advertiser or his agency directly with 
the CBC or with the other networks. In the caseof 
a non-CBC network, arrangements may be made 
with the station originating the program. The indi- 
vidual stations show as revenue only the amount 
that was received from the network. National adver- 
tising represents those programs or short interludes 
where the advertiser, or his agency, makes all 
arrangements directly with the individual stations 
and pays them at a national rate. Such advertising 
is generally of a national product but need not be 
national in broadcast coverage. Local advertising 
revenue is revenue received from local or district 
advertisers for programs or announcements broad- 
cast on a non-network basis. 


The estimate for production work by producers 
outside of the radio or television stations, whether 
billed to advertisers directly or through advertising 
agencies, is included in the miscellaneous section 
rather than in the figure for radio and television. 
Excluded from this report entirely arethe production 
or talent costs for programs originating in other 


countries but channelled through Canadian net- 
works. 


Advertising Agencies 


Advertising agencies act as intermediaries 
between the advertisers and the various media in 
which the advertising is placed. On behalf of their 
clients, advertising agencies make contracts for 
space or time with the printing trades, outdoor 
advertising firms, radio and television stations, 
They engage in the preparation of advertising 
material and advise their clients in a number of 
respects regarding their advertising program. The 
recognized agencies operate on a commission 
basis with the media through which they place 
their clients’ advertising, 


In 1965, 159 advertising agencies operated in 
Canada, an increase of 68 over 1954. Their total 
commissionable billings amounted to $354,650,007 
($154,467,028 in 1954) on which they received 
commissions amounting to $52,883,006, an increase 
of 127.7 per cent over 1954, As already pointed 
out, the various media figures do not include the 
commissions of recognized advertising agencies, 
The amount of agencies’ gross revenue on commis- 
sionable billings must, therefore, be taken into 
consideration to produce an estimate of total 
advertising expenditures for 1965. 


The information shown on advertising agencies 
in this section of the report is available to a much 
greater extent from the regular annual DBS publica- 
tion issued under the title ‘‘Advertising Agencies, 
1965’’, Catalogue No. 63—201. However, Table 
6 of the present report shows the percentage dis- 
tribution of commissionable billings by medium 
and agency commissions for the period from 1954 
to 1965. An estimate of production work on adver- 
tising material either by independent artists or 
agencies’ own staff iS included in the miscella- 
neous section rather than here. 


TABLE 6. Percentage Distribution of Commissionable Billings by Medium, and Agency Commissions, 
1954-65 


Total com- 


Percentage distribution of commissionable billings 


Agency 


Year missionable Produc- ENC 

billings Publi- Other tion, Tele- COIMESSLOUS 
cations visual | artwork, vision 
etes 

dollars 1 per dollars 
154,467, 028 56.4 AL5 17,3 15.4 5.5 0.9 | 23,229,612 
174,924, 772 Dono SAS) ilfays I 11.9 Hae ORT, 26,468,551 
201, 797,434 52.6 4.4 15ee 10.3 16.6 0.8 30,452,807 
222,025,288 51.6 4.4 tee! 10.0 WSS) 0.6 hoa hi bee 4 65: 
233, 789, 205 49.3 4.7 14.4 LOSS 2055 0.6 35,227, 406 
250,080, 021 47.8 4.8 Lacy 10.6 PAS} 0.8 37,678, 828 
267, 756,156 aio ap | 18.7 9.7 19.3 > 39,993,639 
277, 805, 963 45:09 4.6 19.0 9.4 21.4 (Opa! 41,253,508 
293,028,021 44.0 ied! iby eae 10.8 PARAS OS 43,496,564 
296,762,297 42.2 4.6 16.42 LOST 26.3 = 44,270,021 
Sit 2332" 070 40.4 3.9 18.4 1OeS 26.7 0.1 46,596,607 
354,650, 007 ig 39.5 ral 18.9 10.4 27.4 Out 52,883,006 

Fi we baal 
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Outdoor Advertising 


Table 7 shows the two components of expen- 
ditures for outdoor advertising. The amount of 
$41,036,000, which is advertising revenues. of 
manufacturers of neon and other electric and non- 
electric signs, has been arrived at by adjusting 
the data published in the Dominion Bureau of 
Statistics publication ‘‘Signs and Display Industry, 
1965’* in accordance with reports obtained from 
important producers. 


The figure for neon and other electric and 
non electric signs published in ‘‘Advertising 
Expenditures in Canada, 1964’’ bearing Catalogue 
No, 63—512, occasional, has been revised since 


its publication in April 1967, The revised amount 
for neon and other electric and non-electric signs 
for 1964 is estimated at $32,450,000 and not at 
$27,418,000 as previously published. 


The second component in Table 7, $19,688,784, 
comprises, as indicated in the description, several 
different types of advertising expenditure which 
could not be published separately because relatively 
small numbers or firms are engaged inthe production 
of any one type of advertising material or service. 
Hence the individual types of expenditure had to 
be suppressed to prevent disclosure of confidential 
information. This information was obtained by a 
special mail survey of the firms concerned, 


TABLE 7. Outdoor Advertising, 1965 


Component Amount 
$ 
INieGon andothenelectnicrandinon-eleCinic rst Cis merece neces eee te eee sees ae eee ae ere ert ee ee ree en 41,036,000 
Firms in other outdoor advertising business (renting space, putting up billboards or other dis- 
plays, placing advertising matter in streetcars, buses and other transit systems and so forth); 
advertising revenue of other sign producers, show card writers, Sign painters, etc. ................ 19,688,784 
Yi B51 Degrees Reena me re RP a POE See reR Ee REI As Tacit fo arti ccc Asan mom UMNO pS 60,724,784 


Direct Mail Advertising 


An arbitrary estimate of 75 per cent of total 
third-class mail was used to arrive at the postal 
charge for direct mail advertising of $34,648,575 
in 1965, compared with $11,155,000 for 1954 or 
an increase of 210.6 per cent, 


Internal Costs of Advertisers 


The internal advertising costs of advertisers 
form a substantial part of the total advertising 
outlay and are a segment of advertising not included 
in the media data. These so called internal costs 
represent salaries and wages of advertising staff, 
allocation of overhead costs to the advertising 
department, supplies used, etc. Any outside bill- 
ings were excluded from this figure since that 
part of the advertising costs would be obtained 
from the media, whether part of the revenue of 
printing trades, outdoor advertising, radio stations, 
television stations or other. 


Table 8 shows that total internal advertising 
costs of advertisers for 1965 reached $83,165,952. 
The comparable figure for 1954 was $31,953,252. 
Main components of this amount consist of internal 
costs of manufacturers $42,242,498 or 50.8 per cent, 
retailers $20,289,487 or 24.4 per cent, wholesalers 
$7,227,564 or 8.7 per cent and others $13,406,403 
OniG. i per cent. 


The survey of advertisers was carried out to 
provide an estimate of total internal costs and an 
estimate of expenditure outside Canada. This 


study also requested information about expendi- 
tures on catalogues and window display and whether 
or not these were included in internal costs re- 
ported. Replies made it possible to include or 
exclude such costs in the final compilation. Users 
of this report, depending on their particular view- 
point as to whether catalogues and window dis- 
plays are or are not considered as advertising, 
can leave them as part of internal cost or exclude 
them. See Table 8. 


By instruction, expenditures on sales promo- 
tion or other plans involving free samples or pre- 
miums were not included nor were expenditures on 
fairs and exhibitions, new package design, annual 
reports, etc. In all, some 10,000 advertisers were 
heard from, covering the following broad fields: 
manufacturing, wholesale trade, retail trade, service 
trades, transportation and other utility companies, 
communications, provincial and federal govern- 
ments, financial institutions such as insurance 
companies, trust companies, chartered and savings 
banks, etc. 


When comparing out of Canada costs for 1965 
and 1954, there will be noticed, on the one hand, 
a very substantial decrease in these expenditures 
for retail trade and, on the other hand, a large 
increase in these expenditures for wholesale trade, 
This is due to a change in classification of a fey 
kinds of business usually advertising more exten- 
sively outside Canada. Businesses which have 
changed their classification, among others, are 
those dealing in farm machinery and equipment and 
in lumber and millwork. Since 1961 they have been 
classified to wholesale trade and not to retail 
trade as formerly. 


ADVERTISING EXPENDITURES 11 


TABLE 8. Internal and Certain Other Advertising Costs of Advertisers, 1965 


nee internal Catalogue costs Window oe a 
advertising displays} nae 
External [ intemal? costs 
dollars 
MANOA HUME peers swe nate so Soc s chase setae ates oe ies coe sae 42,242,498 | 15,978, 800 ;2, 702, 967 4,790,597 7, 098, 119 
RGU MIB dl Cee aaee sso cltee ens ack eedttte. eet tees 20, 289, 487 | 20,622,166 | 2, 128,696 5, 985, 312 2,175 
WitQlHeSallemradicn eth...) sth ccttecteceare ttl ieee 7, 227, 564 | 4,336,564 | 1,016, 872 587, 078 141, 072 
Transportation and other public utilities .....0.00cce 2,914, 265 112, 850 14, 714 421, 198 By CAsh Oa) 
AD CVSGOMTOUMNUCALL OM: 9 sy .ceccchee access adsense Satan eras by, Brel. Dass 4, 669 _ 717, 302 6, 897 
BOOKEIG Se Ae ae rc RRR ReeeES a A 2,299, 964 131, 954 17, 011 ia 743, 368 
FUSSUCMILAU Suecersteerstertee tess eite ses esten Mae eae eae 413, 067 38, 750 = 41,500 1, 562 
Other services (advertising agencies, power laundries 
and dry cleaning plants, theatres), government, 
bankseinsunance COMpANies, CLC. ssc..cssscseteeeess. 4, 391, 574 52, 862 19, 963 418,907 | 3,548, 919 
"LITO 1 I resco sg ee ace ae napa EaCe Looe DCC oR CRE REE EERE ERE CERER ERE RS nrreT erreene 83, 165, 952 | 41, 278, oile 900, 223 | 12,334, 606 | 16,815, 164 


‘Included in total internal advertising costs. 


External Costs of Advertisers 


During the survey of advertising expenditures 
for 1965, all respondents were asked to provide a 
distribution of their external costs by medium. Table 
9 gives a summary of the results of this survey. The 
1965 grand total of external costs was $680,965,200. 
External costs of advertisers consist of payments 
to firms of any kind for advertising services, for 
planning and executing advertising campaigns, for 
pictorial or printed matter, space, time (radio or TV), 
commercial films, etc. By far the largest portion of 
external costs went to publications, followed by 
other media, some of which were specified (radio or 
TV for instance) and some others left unnamed. 


It must be pointed out that the percentage dis- 
tribution of external advertising expenditures by 
medium reported in Table 9, represents results of 
the study only for those advertisers who were able 
to report a precise distribution of their external 
costs. Therefore, percentages Shown in Table 9 
should be taken as an indication and not as neces- 
sarily representing an actual situation existing in 
respective industries. 


It has been noticed that — to a large extent — 
advertisers have included in their TV expenditures 
not only their payments to TV media for space and 
time, but also different other charges related to TV 
advertising, e.g., payments to performing artists, 
costs for talent, salaries of campaign managers, 
salaries of impresarios, etc. 


Proportionally the highest use of publications 
in advertising matters is made by retail trade, depart- 
ment stores (93.32 per cent), followed by insurance 
companies (64.30 per cent), banks (63.66 per cent), 
wholesale trade (62.37 per cent) and establishments 
belonging to transportation and other public utilities 
except telecommunication. 


According to Table 9 manufacturers have the 
greatest preference for TV, and the medium of radio 
is especially favoured by restaurants. From the 
distribution of external costs it may be stated that 
in dollar value manufacturers spend the most on ad- 
vertising in Canada, or $403,509,592, followed by 
retailers and wholesalers. 


Table 10 indicates the distribution of external 
advertising costs of 20 manufacturing industry major 
groups. Two of them, namely, foods and beverages 
and chemical products have the highest external 
costs. Both groups spend the largest proportion of 
their external expenditures on TV. With respect to 
the total external advertising costs of manufacturers 
($403,509 592), 35.66 per cent is spent on publica- 
tions, 36.80 per cent on TV, 8.73 per cent on radio 
and the remainder on other media. 


Tables 11 and 12 give a distribution of external 
advertising expenditures be medium for retail trade 
and transportation and other public utilities respec- 
tively. 


When discussing external costs of advertisers, 
it might be pointed out that the sum of external and 
internal expenditures should amount to approximately 
the grand total of $909,849,961, given in Table 1. 
At the completion of this survey, however, it has 
been found that external and internal expenditures 
reached, for 1965, $680,965,200 and $83,165,952 
respectively. In order to arrive at the total given 
in Table 1, the amounts for external and internal 
costs should be increased by approximately $145 
million. This figure is the estimated cost of adver- 
tising of all those business establishments, other 
companies and private persons who were not covered 
by this study. Not contacted by this survey of 
advertising expenditures for 1965, were the following 
kinds of establishments; educational, health and 
welfare, religious, municipal governments, associa- 
tions, fraternal organizations, political parties, 
labour unions personal households and so forth. 
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TABLE 9. Selected Industries, Distribution of External Advertising Expenditures by Medium, 1965 


Percentage distribution by medium 


Industry Amount : 
eee TV _| Radio ‘i Other 
$ %o 

Manufacturing sits eedAsncestthccearn ener bacteraemia ee eeteca Ta 403, 509, 592 35. 66 36. 80 8.73 18, 81 
Retailstrade;, independent Storesw 2c. sscsssterstansee eeu vtes sec tece 52, 405, 173 don OL tera 17.64 19.54 
Retail-trades. chainystoresa vee e-5.cce tcc esas cceseee catetores nce ascaee eee 46, 116, 621 5SmOo 4.42 ey Yee 28, 16 
Retail trade, department Store sin... ..1.-s<.cce,ceeereeetterscaseceee eee BA, Us. Bas 93. 32 oul 2.16 3,01 
Wholesale trade © 7 tsc.ccsscescecerorevosetes ec cccasentecsre te tanscnecesteaatees 41, 103, 388 62. 37 6.07 6.55 25,08 
Transportation and other public utilities except telecom- 

MUNI CALLON 48s. ccvaccccsdawancovsrimecee oessonue ne ca sacotech two exayacwes se ieasgec tears 23, 341, 483 60.90 TEXS 9.09 22. 45 
MeleGommuniveawlony cecccvesroceenccsee coerce cee eee te ate ee enone 8, 226, 446 59. 30 16. 69 3. 54 | 20. 47 
FLOUCIS « eoeescacssseviceseacasocensehe coe tietcns seen Cac e tee R eR Soe ENCORE Wn, Uithay, ORAS) 44,59 5.49 9.01 40.91 
RRESUAUI ANUS oacoenserstacenscteseeanramtenereesoc- semeetnrcnecansertaemiaetentecetstases 4, 969, 216 44.85 8.13 | 26.41 20. 61 
Bamisy cet sececcurscsccccccecssecucuses suovvesecasessee star eu cpsenocccscece tarse acots eens 8,663, 933 63. 66 0. 06 0. 36 SAR 
MTYS WPAN COS Bo oect bacco vc dieacuneussesracthe cane ravacsaectesee eee oe eSe eee deu cee SaES 6, 961, 344 64. 30 8.22 0. 90 26. 58 
PIntisteandiiniancesGOmpa Nl C's meas teeta eeennen sree enee tree 6,455, 936 45.95 4.70 16. 88 32.47 
Other (advertising agencies, power laundries and dry clean- 

ing plants, film distributors, theatres, motion picture 

production, funeral directors, construction companies, 

government departments and miscellaneous). ..............0008 18, 705, 486 55. 10 9.30 14,29 OA ol 

MOC ALS Ecotec er eo ee 680, 965, 200 


TABLE 10. Manufacturing Industries (Major Groups), Distribution 


of External Expenditures by Medium, 1965 


Percentage distribution by medium 


Industry Amount q 
oe | TV Radio i Other 
$ Jo 

Foodssand beverages ayestot cet ee eae 125, 809, 590 BY OY, 48.63 14.13 13. 82 
SOD ACC OpDEOMUCKS wmempetseetcteres oecocsstuse eects reeaene ncrestneren tte irk 16, 189, 182 34. 16 18.62 24, 02 23. 20 
EVUD DETs DT OMUCUSM tes cesseerest..cceescereecce co nceacreinas aac tac se serene mena 5,557, 074 43, 25 15.65 NE 39. 38 
LCA CNET DIOMUCUS: cov emiechores: ccecnsyseccccecoustecoceteateatendteecounenee comers 2,761, 799 59. 00 19. 20 lly 19.63 
BOK Gl OSS o Seecetenseerercesc reese cate pect tak cacan tester ete teen te ee eR eT 9, 324, 037 Seoul 1253) C28) 20. 73 
RGHUU GUNS: TOUS. Mersee eecteceer ete entecssstcaven coun teemernetreratnac terse teseereaer es 3, 381, 642 78. 90 2.02 0.80 18. 28 
(69 Ko) 018 oY cae A pee ete, Pence ate Pen Renee Rene eee ea Peer Sc eee Sethe ws iiss 75. 29 4..12 3.99 16. 60 
WOOO Or acctocccsucess tot ote eteancce cots co sucos neon caceco nese srsce Cee eevee tos 2, 154, 369 67. 33 il, Bs} 4.48 26.61 
FUPHIG UNS RAT PIx CURE Sat oo. .ee ee eeesceees es ecscuccsvccuscoveremeone cemeeoneos ss 5, 200, 036 fal 140) Dy 2.88 20. 50 
Panew~andraliedbinduswnlesisseees...c.tscycssetecacceee este rteeenceecne 8, 760, 112 44.09 36. 70 2.74 16.47 
Printings publishing and ailbied industries eee...:.c...cscssecccececee TOL 033 5ono0 12. 40 Ie AG) 21, 34 
PIMA ICCAD | acts. senes ce sees ea Moon ene te Tas nees ocssudes comme ceccsacacecteseynetese 33) AIT, PAT! phseeieh | 3.48 6.09 14..71 

Metal fabricating (except machinery and transportation 
CUT TIG HE) cement, Seo eter OM st cee ene 14, 416, 005 51.42 31.40 3. 64 13.54 
Machinery (except electrical machinery) oo.....e.eeeeessececeeeceeeee 10, 558, 066 73.47 TS 2 126 17. 45 
FRAN SPOLLAUKOI AC OULD OM Um cient sressa0n sastencreenanrd crane ee onereeeteaees 36, 743, 475 48..74 | 20. 60 6. 04 24. 62 
Fulee pene al ONO Ch S:, aes tex ct cavttccacerevae tees eee see aes 21,596, 066 o25 12 | 15. 40 2.63 29525 
Nonemerailicomineral: produetsh 2... ssc. sccsesscksc ties. csesteecoscusts 5, 302, 687 54. 50 0.63 0.57 44. 30 
Peroleumpandscoalaproducts Geseesteccteteccssteser tracer eee tee 16,378, 829 14. 70 41.08 9. 59 34.63 
Chemicals and schemical’ products: Weiicc.sc-sececvscocecenceseee totes 79, 374, 499 19.93 58. 78 6. 06 15223 
MiSGeliam COS arene reeset ec cencn satire ceases eccden ts tecnica coats eseecceariese 18, 557, 843 41.61 Big Thal 3. 16 1 (ogee thy 
ELE RS ee ee cer ere eRe acide on Sacevaives Saco eee acemeeee eee pended 403, 509, 592 35. 66 36. 80 8.73 18, 81 

ee 
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TABLE 11. Retail Trade, Distribution of External Advertising Expenditures by Medium, 1965 


Industry 


Independent stores 


CHET SUCTOS: cea eto eee eta eee Meany Pe 


Percentage distribution by medium 


Amount 
oe TV Radio Other 
Pacer ty % 
52, 405, 173 55.01 7.81 17. 64 19. 54 
46, 116, 621 53. 65 4,42 13.07% 28. 16 
51, 202, 430 94.13 1.45 1. 96 2. 46 
1, 529, 126 65. 96 3.51 8.97 21.56 
52,731,556 | 93.32 1.51 2.16 | 3.01 
| 253, 350 | 
aa 


TABLE 12. Transportation and Other Public Utilities, Distribution 
of External Advertising Expenditures by Medium, 1965 


aa Yo eas RR Ste era Ti RE EE 


Percentage distribution by medium 
Industry Amount a 
rar poe TV Radio | Other 
= neat: : $ Io 
AUTRE Te ong Te ones echo sceoe aes cSedelsosheesesastaclsehpetteeeteeaess 10, 722, 820 61.24 4.51 8.33 2oeo2 
BUS CRRMRORO RN ooo 28a Seco ae ra wreaks Soe soe ap oednaewssoddvessebansnveae va vowass va 634, 558 47.95 10.55 12, 67 28. 83 
ER GRIMM Corn AU OT) pantera oS pan cs csn vent eent sevva¥soutniey se eeao ws cheSeecqessssteeandees Gy fol; 1o7 74. 12 4.11 5. 31 16. 40 
DAMN Mee creo coe contac Sauce apcesiesuaseiecpobaty 3st enn satdvveestercovebbaaceeverent> 487, 048 Diesel 10. 39 8. 00 44. 30 
TRYGNO ZOO COE Cres, 225 8, vasesasasarastatysonsbnes sta reese eoeseasodsdovbs clenoanduesuceessvy 3, 537, 306 42.55 19. 48 15. 95 22.02 
GOPSMCHIS Bia OUT OND eer ns coc canes catsicessee\ceossGeacesotvedsdngssassaecstvevetssr sueesare 1, 180, 139 52. 92 16. 75 15. 44 14, 89 
EIS EHUL TNC Ean RUREEE Reta Sect oto e va beei bs case ceatnntyeaeeceTeleatecseetrs caret aster 28,455 | 98, 25 | ~ - LTS 
SU Gee grease tess t ee dc scviou sss acuesaactencesdes serene menesuesteeseas 23, 341, 483 60. 90 7.56 9.09 22.45 
ae: eae A L J 
Miscellaneous shows that revenue from the production of motion 
; : Pate: : picture films in Canada used for advertising pur- 
Miscellaneous items of advertising expendi- poses is estimated at $4,350,000. Advertising 
tures for which data are available totalled work of commercial artists and photographers 


$34,732,905 in 1965 against $14,482,476 for 1954, 
or an increase of 139.8 per cent. See Table 13. The 
chief component in this section represents the value 
of imported advertising matter, including such items 
as advertising printed matter, imported stereotypes, 
electrotypes and imported TV commercials. The 
total import value of these items amounts to 
$11,794,347. The second component in Table 13 
represents theatre revenue from screenings of adver- 
tising films and accounts for $95,311. Table 13 


amounts to $4,451,255. 


In this miscellaneous section there is an 
item which should be noted for its importance. 
Revenue of independent radio and television pro- 
gram producers amounts’ to $7,441,423. Lesser 
amounts noted in Table 13 cover creative work 
performed by advertising agencies’ own staff, 
door-to-door household delivery of advertising 
matter and window display service, 
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TABLE 13. Miscellaneous Advertising Revenues, 1965 


Component Amount 
$ 

Imported advertising, (printed matter as wellas imported stereotypes, electrotypes, TV commercials) 11,794,347 
Theathe-Tevenuertrom SCreenineSs Of AGVEREISIN Eee NIMS wearer creme ess titre oe a aaa ea seme oeoeces cine sence sasaaieaeanamemees 95,311 
Revenue from the production of motion picture films in Canada used for advertising purposes .......... 4,350,000 
Advertisine work, Of COMMerChal ATLEStS -ANCMOHOLOSTADNEES) Vereeumecs sa retecceeeeacssocose.tecseds ete esos scastsawmomreastoestrd'n 4,451,255 
Independent Tadiovand television ProerammproduGelS: eed .tees.cececiecsecne sect eecaeceanccee«sceacnpceeenaetesedevassccneeeetetes 7,441,423 
Creative: work performed! hysadvertising aeencles: OW Statty jisun ces ccccesece-cracesernccentscceteasexccvaveaeavessaae 3,614,697 
Wand owsdi sp layer vices eee hey. seca ce cree te ees Sere ce Bec ee eee ee ween Oe a see ee nse Mev cite eae awn secs ctu deavacaued dive lensicciedspamemnseese 1,073,654 
DOOT=[O-COGMROUSCMONONCOUIVIER yh cetersecsecnccasurcauneemttcwecmcnsentaaden oa teen scene nteaaefoa sects deca cepy sen iians/serssbavsapanmanenencan 1,912,218 

a 0 Cc Se deeming tortion oor mscecchece Baie soecAYAOCageE EE EEN inicac A acaEEET 34,732,905 


SECTION C. ADVERTISING RATIOS 


Probably the most important result of the 
survey of advertising expenditures for 1965 is the 
tabulation and publication of advertising ratios 
(advertising expenditures as a percentage of total 
shipments, revenues, or sales) for manufacturing 


industry groups, individual industries, retail trade, 
wholesale trade and other selected trades. 


Table 14 gives advertising ratios for industry 
major groups and for all manufacturing. 


TABLE 14. Advertising Ratios in Manufacturing by Industry Major Groups, 1965 


Ratio of Ratio of 
Industry group Ee Industry group ee 
shipments shipments 
To % 
HH OOUSFANGHDEVETASOS emer teceet sorte ee ene ce: 2.03 Primary Metale eee rot eae eee 0.16 
EO DAC COW caeracecea te castes eee aes anaes oe acn cee e sass 5.08* Metal fabricating industries (except machinery 
EVUDD Cle ccateateee eee ee aesee eae er eee oee ete ce ova PAT and transportation equipment industries) 0.62 
CAGE Ieee cen ccorucantnnesscsessastsesenetamtt ees kcses ar seesaese =. 0.90 Machinery (except electrical machinery) ...... 0.84 
Textile Bae Ro eee ee arn ah cot rcee ere taal ann CoRR rane ee eae 0.81 Transportation equipments... eee 0.90 
IC MUGUIN SMES ys cparskcsevasstcecorstesccssvat1-.sssscsmacacseeeenees 1.09 Hlectnicalproduct sateen em s.--sam ener eee Teal5 
LENNON NG OVS SR sen ays eRe oh Ska Ee a a ud 1.01 Non-metalliesmineral products 2 tccessese ee 0.55 
Wood BA Meee Scott Stagpsnaanoc sboae saa sosuostbe bonseuektacosceKEe 0.18 Petroleum and coal products ..............ssceeeeeeeee 1.15 
Furniture and fixtures ...........c...ccceeees 1.09 Chemicals and chemical products 2... 3.85 
Paper and allied industries — : : 0.36 Miscellaneous manufacturing 00.0... cece Pett 
Printing, publishing and allied industries’ ...... 0.97 Total, all manufacturing ......cccsscccssccsssesseee | 1, 25 


1 If the value of shipments includes taxes, the ratios is 2.14. 


Table 14 shows that the highest ratio of ad- 
vertising to value of shipments is recorded for 
tobacco and chemicals and chemical products. It 
should be noted that the ratio of 5.08 per cent for 
tobacco is obtained when the value of shipments 
excludes taxes collected at the manufacturing level. 
The above mentioned ratio decreases to 2.14 per 
cent, however, if the value of shipments includes 
taxes. 


The similar remark should be made in connec- 
tion with Table 15 showing advertising ratios in 
manufacturing for selected industries. For tobacco 
products manufacturers the ratio is 6.13 per cent 
when the value of shipments excludes taxes and 
2.30 per cent when the amount for taxes is added 
to the total value of shipments, 


Ratios are available only for industries and 
trades which are regularly covered by the Dominion 
Bureau of Statistics surveys, since there was no 
question on sales or revenues on the questionnaire 
used in this part of the study. DBS has no figure on 
which to base ratios for such business organizations 
as insurance companies, chartered banks, trust 
companies, etc. 


Advertisers were asked to report external, 
internal and total advertising costs, as well as 
Supplementary data on catalogues, window display 
and out-of-Canada expenditures. In order to cal- 
culate advertising expenditures as percentages of 
shipments or revenues for manufacturing establish- 
ments, total revenues for industries excluded non- 
manufacturing revenues and the value of inter-plant 
transfers. 
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Ratios of advertising expenditures shown for keep in mind that they reflect advertising expendi- 
industry major groups and for all manufacturing tures at the manufacturing establishment level. 
were obtained by weighting the individual industry If the expenditure actually occurs partly, or entirely 
Tatios according to their annual 1965 value of at some other level, such as wholesaling or retail- 
Shipments. When examining the advertising ratios ing, then it is properly excluded here. 


as they appear in Tables 14 and 15, one should 


TABLE 15. Advertising Ratios in Manufacturing for Selected Industries, 1965 


Ratio of Ratio of 
Industry ce Inductry oiihd ala 
| Shipments shipments 
%o % 
Food and beverages: Knitting mills: 
INIGAUBDROGUCUS: wos cc:scecstergsacessdvsstcceccewictesetrrets ster 0. 36 HOSTS Dy) Milic pespen cee nce eke ee 01 
Slaughtering and meat procesSSOrS ......... 0. 39 Other knitting mills ........... cpa pS eH ere 0.76 
Sausage and sausage casing manufactu- 
OES) pyecassetan sek sree sewe sean saaceviwvascese restercun tenes 1.16 Clothing: 
FPOUUGEVEDTOCECS SOUS) mccceceacscdes dusazs-s cot neesceseess F : P 
ge OOESE eee Men? Scclothinere 22 sepeers: eo, <=ae oee eenr ee Tera 
By eMC UGS. Ainsecsrnscesssertsieeievs Daseittesdeecn uate 0.65 Men’s Clothing factories 0.0.1... 1.38 
PDIP VU CUOTIC S ainvetectccctcere-sceecervacersec-cecsaeerevesm 0.53 Women’s -¢) Ob Inigo tee meee tee eee enecreeneesee cece 0.42 
Process cheese manufacturers .........ccccceeeees eG Women’s clothing factories ................cseceees 0.45 
Fish products: 0.34 eas clothing bes Ore 
Sak Fal aR RoE Hen Aga Seg RRR a ES ‘ ) Purgoods kiitos 2ee Bee tera ee. 0. 26 
a : 
Eien veecbables: cannes and preservers Bik) aend Can as ons in Bato amen 1.21 
GLAM Ul Sees teehee Ome een 1.85 | Foundation garment 0.0... sce 5.42 
PIS OUNMANITACTURErGic. Gis doee ks ene. 0.63 OUR Cr ClO UNI ee aren teeteerseneeueicadderr eee 1.04 
Moyne MUS Rag naceecaces ere ee econ ae Pe ala | Fabric glove manufacturers ose 1.00 
Breakfast cereal manufacturers 12.12 | Miscellaneous Clothing 0.0.00... cece Oi 
PS OK OTRVMDNO GUC UG tiynt secevec ces sss feeder eves suncp de taseseceanies 1.28 | Wood: 
SLES CUMUMMANUTACUULCRS . o..te-cccd-cncsasetsessseosvasire 206 |) Sawmills.) ..7.5-)....c. een eed 0.04 
TBD) RGHTIGS So oR eyy NORRBOREE SEO PREECE Se eR Rc CERES si Ly) Siawh e Vette} aceulb ll ksh Ls eR Se A eee Seema oa: O23 
2 | Sawmills and planing mills ........ 0.03 
@UTCTMO OGNDIO COS SOLS static. cay... s.seccasensbebeeecmmesoeas Bessy | : 
F |} Veneer andiphywood mIllsS™ "lststc.creec-es rete 0.33 
2 eras eat gles Sade ag cag pik a. e | Sash, door and other millwork plants .......... 0.44 
MS OCITANEOUS MOOG. “cretcescssssscseciss ose seue cee cusceee 4.98 Misecellaneons*woOOdtees se sata ti ares erewe 0.61 
Wood spreserviationy 222sce. 2c ee 0.22 
IBOVENA SCMANULACTUNCLS se. ...0.crsatsasececeesaessevecs ses 5. 93 Wood handles and turning 2.0... eeeeeeceeeees Oo aT 
Sonmanink mManuracturers: ..h-.c.cccccseeseceassseoees 3 AG) Miscellaneous WoOOd N.€.S. wie. eeeceeeseceseseees 15.03 
POTS ORC RLSS ooo ees ees or beads ver kris seuvaseneswabassousers Je | 
IB TOWCTMCS eaek cr sithansyhoccct acon caetaavel iecous ey tect eee es 6. 56 ; : 
: : oars Furniture and fixtures: 
WROD Ss Hen Stl aeeepcuseceeeeceoe sate ose leek eotmncsecaesessts 3.99 HGR ScHald Canale eee eee | 1.11 
OHMS CRUTMECUTC eum cee en oe 1.39 
Tobacco: DOE aver erenecerecncacenececerscccesererecsceserecs | 
F 1 Other TUrMi Gur eae eee eraes. eerste tee areveateneee 1.03 
Tobacco products manufacturers 2... Gat3 MLectae lamp andishadGmiess..5 es ..1.o. cee sereres 0.31 
Rubber: 
Rubber footwear manufacturers .........cccecesasseeees 0. a | Paper and allied industries: 
Rubber tire and tube manufacturers ............... 1.40 Pulprand paperemi bom eeeess cece, css -ccess ee aectes 0. 24 
Wer UDR AMGUSETICS, Mies esos -uehecesecessoresen vers 1. 26 Asphalt roofing manufacturers}... Lak 
Paper box and bag manufacturers ........... ce 0.16 
Teather: Folding and set-up box manufacturers .... | 0.10 
Pee h orice 1.15 Corrugated box manufacturers ee RSE: 0.19 
Luggage handbag and other leather goods’ : Paper and plastic bag manufacturers ...... | 0.18 
EMU ACTUT OLS ut antec shes cc hcxwts ace ees 0290 | Otherpaper converters oe ae eee | 1628 
Textile: Printing, publishing and allied industries: 
We : i ae Gray | Commercial printing 1...:ccccc-csniersnns te 0. 43 
Opens Re ee eco % io Platemaking, typesetting and trade bindery | 
Wool cloth mills Pil |  ublanie only 7. eee any 
Synthetic textile mills 10S | Printing ands publishing. .ssecessse ecosesteereeeneceetecd Le 243} 
OGHETHOLIMAN vate Karl Obie ee. ects cca hace ct aenacaciaeessuevan 1.04 j 
Cordage and twine 0. 36 Aes | pe ional 0.16 
Carpet, mat and rug Tei eet a ae pia tie Sat ae Sess oie S 6 
Linoleum and coated fabrics 0... seen 1.27 Iron roundties cree eae can Pe ee nee re 0. 13 
Smelting. and) TefimnIne ace eeereee-ceeeeeeeeeee ec 0.16 
Other textile: Aluminum rolling, casting and extruding 0. 26 
MON VAS IIT OGUCEStettarreecececacenstera-coasesonesebasuaesss 0. 88 Copper and alloy rolling, casting and extrud- 
Miscellaneous: textile™ 26 x ccctsiesieeceseceescedesss 2. 48 TT ee ee nee 0.19 


1 Tf the value of shipments includes taxes, the ratio is 2.30. 
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TABLE 15. Advertising Ratios in Manufacturing for Selected Industries, 1965 — Concluded 


i Ratio of 

Ratio of ene 

isi ertisin 
Industry oe Industry adv i (Z 
shipments shipments 


% % 
Metal fabricating (except machinery and trans- Non-metallic mineral products — Concluded: 
portation equipment): Stone products manufacturers .........seee 0.69 
Boiler and plate Works ......sscssssesssssessseesseessees 0.36 Mineral wool manufacturers 1... 0.85 
Ornamental and architectural metal ......... ots 0.69 Absbestos products manufacturers «0... eel 
Wines Ate wgI repr OUUClS yy teccs cet oge tue cro ass accevvance 0. 21 Glass and glass manufacturers... 0.33 
Hardware tool and cutlery manufacturers ...... 3.41 
Heating equipment manufacturers .................. 0.84 
sega BHODS Beeertess eaters ce eee rrsseawtiree ecm 0.35 Petroleum and coal products: 
Miscellaneous metal fabricating ....................- 0.68 ei lene somaatos ec Se eee 1.14 
Petroleum ne tintin ere o2.sess es xs-7 oetn ene seerare a eel OY 
Lubricating oils and greases manufac- 
Machinery, (except electrical machinery): BUTETS Nr we eo ee ee ee var ed eee cece nas 0.36 
ACLIGUIGUPAlTMDICMENE  2oc.vececececsccseeciccceveenasenee 0.98 
Miscellaneous machinery and equipment manu- 
BA CUUROTS tense er cee cayev. ous gases csecaddccineritsrsanesivans 0.81 Chemical and chemical products: 
Commercial refrigeration and air conditioning : ae 

equipment manufacturelS ..............cccseceseeee eens 0.55 Be ree cue ammunition manufacturers .. es 

Office and store machinery manufacturers. .... 0.82 Mixed fertilizers manufacturers .................06: OMe 

Pharmaceuticals and medicines manufac- 

GUTETS piel cis os leek ak cece ee eee eee 8.65 

; , Paint and varnish manufacturers .................. BOS 

RramenOryAEOR echsnmie nt: Soap and cleaning compounds manufacturers 10.85 

Aircraft oe parts manufacturers. .................... Ope Toilet preparations manufacturers .............. 15. 22 

Motor vehicle manufacturere. ...............:0::s:secese. OME Tadusttial Chemicals indantaeturs sc meee 0.41 

Truck body and trailer manufacturers ............ 0.42 Giner chemical tidusties 2.85 
Motor vehicle parts and accessories manu- stews is, Pee ha 

IE SEC, Bi USC ER Seeeetel tener, Saome 0.60 Printing ink manUrACtULeTS 2.3 2a 0.32 
Boatbuilding and repair 155 Other chemical industries 22222212... 3.15 
Miscellaneous vehicle manufacturers ............ 2.18 

Miscellaneous manufacturing: 
Electrical products: oe professional equipment manu- aig 
Baise rise tol arises antfaciurers)../ ne We mie ne Apebdhmare nia Signa a te eo : 

; 7 : Instrument and related products .............. 1. 86 
Major appliances manufacturers (electrical 

ANG MOM CLECEEIGAL)) ceceico.ca-cacseo.ovecsseséoesscascscces 1.90 Clock and watch manufacturers ................ 6.70 
Household radio and TV receivers manufac- Orthopaedic and surgical appliance ma- 

ARE Sm NP eee, etre eee sc anya se cus casi 3.00 nufacturers, 5.22 eee ee 4.77 
Communications equipment manufacturers .... 0. 47 Jewellery and silverware manufacturers ....} 0.65 
Electrical industrial equipment manufacturers 0.62 Broom, brush and mop industries ................ 2.65 
Battery manufacturers oo... eects 1. 20 Venetian blind manufacturers oo... 1. 20 
Miscellaneous electrical products manufac- Plastic fabricators 2. 68 

iOS aL eee a a 0.90 ea a ere i 

Sporting goods and toy industries ............... 3.68 
Sportingigoodsy us pee ee eee ASH 
Non-metallic mineral products: ‘TOYS and, CAaMCS Fee ee ae 6.50 
ROMP MU TH AUT CLUTOE Shoe. 5 nck ccccnsddededesei sch iveaeu' 0.85 Miscellaneous n.e.s.: 
Gypsum products manufacturers ow... 1. 26 Button, buckle and fastener industry ...... 1.36 
Concrete products manufacturers .................... 0.55 Pen and pencil manufacturers 7.35 
Clay products a ers Beer Teer eee: 1.01 Statuary, art goods, regalia, etc. ............ 0.86 
PLOMNCOMES HI CLCIAY. ooo. nossa cosssaensazedoccutedubenscads 1.14 Umbrella manufacturers 
From imported clay 


eee Beier fe Bh -| 0.85 | Artificial ice manufacturers 
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TABLE 16. Advertising Ratios for Selected Trades, 1965 


Trade 


Ratio of 
advertising 
to sales 


Ratio of 
advertising 
to sales 


Wholesale trade (wholesale merchants) 


Groceries eenerallisiitn) memes c..c-c. na: eeteeseccnar. 5: 
Dry "goods (BeMmeraelim ce eeeecs sc scrs.cs.ce. ccosetecwue cece 
PLO CCE 0 OC SMa Re eae ni eanc esas ssc ssascolawerins 
Household electrical appliances 
Coal and coke 
PBEM AGNZINE  acasecicn ao MOAR ee a ee 
Construction and building materials (other than 

MING PAO PEW OO CI) Bien tn tan. cu cesescush ocsestysoseces 
Industrial machinery, transportation equipment 

AROS OO INES Hee cae cet eure 1h Pee NO 
Construction machinery and equipment (new and 

used) 
Commercial, professional and service equip- 

MEMTRAN CUS DUC Sig eereret eee eee cn eee 
Automotive parts and accessories 
MOtORViciiCleS apes sian: suteieh Anetye< 53 2c Ree 
PApeIPAanGdepapeL DLOdUClS me eee eters eae 
Confectionery, soft drinks and tobacco ............ 
Metalisvandi metal work ee: mere see en ccce eee cee 
Plumbing, refrigeration and heating equipment 

ANAS TIOD LLCS weer n tee tee ce hae teens, Sie Pt i 
Books, periodicals and news-pape's .................. 
PULO ORS COMETIN O'S sacwe. se Oeaenan aks ecee ear see casee neta ates 
INOUStM ACHE MICAISE tee meet rey etter vee tere eee 
Electrical wiring supplies, construction mate- 

trials, apparatus and equipment .......00.....0..... 
TET arta anes pees t sen § enon senmerrerneters ire er 


Retail trade* 


Independent retail stores: 
Food group: 

Grocery stores, without fresh meat 00.0... 
Combination stores, grocery stores with 

PPE SH PING aU eee eres Sener Tint pec 
ME at amarkets: sim Aerie Gun. tee rater t Sect 
WOnLeCtiOneny StOLES@ .-).cy<. seco 
Fruit and vegetable Stores 2.0.0.0... eee 
UIST ESLOLE Gaeteemer hen eerey cet Sere cco sa taal epee eens 
Delicatessen stores ........ 
Dairy products stores ...... cS 
HSE AnGsOOUILLTN SUOLOS! ways stecadewcseresscseirece se 


Variety and general merchandise stores: 
General merchandise stores ..0...........00..:0008 
General stores (more than one-third foods) 
REIGN SE SHON TOIS) 5 coh oc eek ye Ree eee a 


DePAnhMEMGPS POLOS Siete enesaee coves seen ccs cane vattbodeers® 


Clothing and piece goods stores: 
WMENISFANC DOVIS MClOGDIME s..ccccsccc-sc00ve-ceareses 
WOMCN2SITCADY=tO=WEAT coccecboicceveececcesesdenseces 
Te eemletan GenOSUCR ye ex teecc.cscsscescsesssserseecersess 
Millinery gies c.csc hes 
Wurmlersmandeiaie ts cere, ses e: 
Children’s and infants’ wear .......... 
Family clothing and furnishings 
Children’s and infants’ shoe 

Family shoe stores ..... ; 

Custom tailors 

IEIOS DOGS cass cecneee scene eee nae 

Miscellaneous apparel and accessories 


Jo 


oo°oo oo°0o°o oCoOoOorrKrOoO =) 
tw 
— 


0.56 


1.13 
0.36 
0.09 
0.19 
0.35 
0.74 
1.52 
(ale 


2.03 
0. 38 
0.77 


3. 09 


1.87 
1.63 
1, 26 
0.95 
De (Oe~ 
1.31 
1. 68 
199 
1.64 


Retail trade’ — Concluded 


Independent retail stores — Concluded: 


Hardware, furniture, appliance, radio and tele- 
vision stores: 


RAT CWATC RRs eet Cit teehee ei etme see 0.92 
Fumiture™ ne eee DS) 
Paint, glass and wallpaper ... 1. 20 
Householdrappiianceswys. eee... eee 1.45 
Television sales and service ............ceee Gi 
Furniture, television, radio, and appliance 1. 83 
Television and radio repair shops : 106 
Household appliance repair shops Leal: 
Floor coverings, curtains, upholstery and 
INberLOede COLAO Nmmeeees er te.ctene eee ee eae ONS) 
ATUGLQUICN SIO PSa ieee eect ere atone tes Bazan cveneessivecay Ou 
Automotive group:? 
Motor vehicle dealers 2..c..1-ssecceeree: acess. 0.61 
WISCORCATECEAIETS Pee eee coin tenet ree Aonls 
Accessories, tire and battery... 0.93 
SELVAGCEStAtlONS. teen sen ee here 0.47 
GarateSwhasg ee eo oe ARS cre aee nae 0.44 
OthenavtomovlvViewe eer eee ccete  n ee 16 5) 
Miscellaneous group:? 
Fuel dealers (oil and other than oil) ........ 0.47 
DMG: (STOLC SS eee reece cscesters mace eee eeesere: 0.92 
Book and Stationery, StONCS) gree e-ees ce eee 0.51 
Cameras and photographic supplies .......... 1.39 
SOW CULCTY: bs drs cesat vase aan Rooter secs autre ne aes Pde) 
Sporting goods 26D 
Retail chain stores:? 
MG ALESTORES? Ah connasrie sector tren Steeetens Se ee cco Loi 
Combination (grocery stores with fresh meat) 1.43 
DALTy DIOGUCES IA Lue ane. ieeer aie coeds eee 1.00 
Children’s and infants’ wear ............. Soe, Leow 
Family clothing and furnishings ie 2067 
UTE SwanG. tu leetere rte eee an 4,57 
Men’s and boys’ clothing .............00.... Frat 452 
PLE CEKEOOUS mere tree rte mee tee ews st 3 Deh(at 
MAMIULY: SSN OC wees seen, scedse eva ccs eee eee eee 1.95 
Women’S Teady=tO-WeCan ...caisstescess ecole PAS 
Floor coverings, curtains, upholstery and 
Inteniomdecorallonmeew es. es eee 3.18 
Furniture e..; 2. een es hee ee ee ee i Pas 
Furniture, television, radio and appliance .. Drow 
HATGW.Are: SLOLCS menses c eee ere ee ee ee Ibe 1B} 
General stores (more than one-third foods) .... 0.35 
General merchandise Stores o.oo... eeeeceeee 
VATICtYSEOLCS.\ir- seen ree ctene eae ir ee 


DIUMSESUORCS pose oe teenth ene ee ema rneees 
Automobpilecde alersisese eee eee oe 
Accessories, tire, and battery shops 
Service stavlon smite see eee coe en ee ee 
JEWCIMCIV SCOLCS oye tees Oe eee so ccseeneraiete ss 
Fuel dealers (other than oi]) ......................0008 


: Ratios taken from triennial DBS operating results studies. 
? Ratios taken from the survey of advertising expenditures, 1965. 
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TABLE 17. Advertising Ratios for Selected Service Trades, 1965 


Ratio of 
advertising 


to sales 


Power laundries 


Dry cleaning plants 


Hotels, full year 


Film distributors 


Ratio of 
advertising 
to sales 
% 

Theatres, motion picture 5.45 
Motion picture production 0. 56 
Restaurants (independent) 0. 84 
Restaurants (chain) 1.03 


Wholesale trade ratios of advertising, see 
Table 16, are taken from the 1965 study of adver- 
tising. This procedure is quite different from the 
one adopted in 1954 when the majority of ratios 
were derived from the 1953 DBS survey of the 
operating results of wholesale trade. 


All retail trade ratios (except for department 
stores automotive group and miscellaneous group) 
have been supplied by the triennial DBS operating 
results Surveys. 


Service trades covered annually by DBS were 
surveyed either on a sample basis or a full cov- 
erage basis for internal advertising cost and for 
total cost, from which ratios were calculated. In 
sampling, consideration was given to size of 
business, and compilations were carried out on a 
stratified basis to give proper weight to each size 
class, 


TABLE 18. Main Increases in AdvertiSing Ratios, 1965-1954 


Industry 


Advertising ratio 


Advertising ratio 
Industry 


Flour mills 


Confectionery manufacturers 2.0.0.0... 4.78 .68 


2 
SUS AMG LIMCIIGS woteret.weehe race Ie. 0s saess ts ssecteamees 0.19 0.07 
STG W CRICS a oaivca meta Scene seescasdsoscnscesnsecssanereneeces 6.56) | 2819 
WET CS See tere eee ees eee ct sens vsieieetnetses ieee 3. 99 2.89 
Carpet, MAG AMG UTS: 22s. eyes sscuedaanarereameas 5 ikl 0. 87 
ELOSIONY TUES seen e, syeeatin cause -veccesstenss eae secs 2.01 1.63 
Women? Siclothing factories: <...ccccectss.css-- 0.45 0.30 
ENT EATODAme neritic keeeees ts, | Age aes 8 ee Q. 24 0. 10 


Hardware, tool and cutlery manufacturers 3.41 1. 20 


Been y ac ance ste enos coats openness oe | eT 0.88 


Petroleum refining 


Pharmaceuticals and medicines manufac- 
turers 


Scientific and professional equipment 
manufacturers 


Clock and watch manufacturers 


Broom, brush and mop industry 


Toys and games 


Button, buckle and fastener industry ...... 


Pen and pencil manufacturers 


Umbrella manufacturers 


Advertising ratios for industries did not change 
to any great extent between 1965 and 1954. In some 
cases, however, important fluctuations occurred. 
In order to give abetter idea of these changes, two 


tables (18 and 19) were prepared to show indus- 
tries which recorded especially large movements 
in their advertising ratios in the period of eleven 
years from 1954 to 1965, 
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TABLE 19. Main Decreases in Advertising Ratios, 1965-1954 


Advertising 
ratio 


Advertising 
ratio 


Industry Industry 
IDESCHUCTIG Senter tee ccte te es tocsns onc ceuacees Agricultural: implements .:c occ eee é 1. 20 
Linoleum and coated fabrics wo... Batveryemanulacturersieer- eee ee E 2.34 
IU OO CS Meerest cenen eee ee arate ease era Soap and cleaning compounds manufactu- 
ERB rete 7 ROCHA PS PEARCE OL 11. 26 
MOUNAALION: SAMOntarwe cme a ncccsss.ccsveees es ese 
Toilet preparations manufacturers .......... 15. 86 
Rlectricslampvandy Shad Caer ceccccoeevess--escceees 
SPOLtinsscOOdS Fe went neers en ees 1. 80 
BOUWETPANG, DUQUE! WOEKS: sicccecsccvcccosscosnsecceecees 
Statuary, art goods, regalia, etc. 0... 1.62 
WinerandawineGeproducts: ..c-.0.cescccvsevcccccedosrcess 


Artificial ice manufacturers 0.0.0.0... 
Heating equipment manufacturers .............. 
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ADVERTISING EXPENDITURES IN CANADA 


DEPENSES PUBLICITAIRES AU CANADA 


This publication shows the estimated magnitude 
of expenditures incurred in the production and place- 
ment of advertising in Canadian media. Since the data 
are collected from Canadian production houses and me- 
dia, advertising expenditures in this country by com- 
Panies residing abroad are included. Media and pro- 
duction expenditures incurred abroad by Canadian com- 
panies (and government) are excluded. Also excluded 
is the value of imported advertising material, such 
as TV commercial films, printed matter, electrotypes, 
etc., manufactured abroad and imported into Canada. 


The approach through media, production houses 
and advertising agencies (as concerns their commission), 
rather than an approach through advertisers, was adop- 
ted for reasons of economy. The Dominion Bureau of 
Statistics already conducts annual surveys of the major 
media and the printing and allied industries. The 
annual surveys were complemented by special survey 
projects, thus enabling publication of this report 
"Advertising Expenditures in Canada". 


Advertising agencies' commissions are shown as a 
separate item in the list of advertising expenditures; 
they are not included in the media revenues quoted, 
The largest omission of expenditures is the "internal" 
costs of advertisers, i.e. the expenditures made by 
advertisers in running an advertising department. The 
last survey of internal costs was conducted for 1965. 
At that time it was found that they amounted to over 
83 million dollars and accounted for 9.1 per cent of 
total advertising expenditures. Also omitted from ex- 
penditures are some production cost items especially 
those incurred in still photography, and payments to 
free-lance artists and performers. 


Hence the components of this publication are: 
Advertising revenue by the printing, publishing and 
allied industries, radio, television and the bulk of 
the sign industry, transit system advertising, direct 
mail advertising, other miscellaneous advertising such 
as movie theatre advertising, advertising agencies' 
commissions, production costs including revenues by art 
studios, movie and recording studios and typographers. 


It should be noted that not all advertising ex- 
penditures are incurred by commerical firms: adverti- 
sing by charitable foundations and classified adverti- 
sing in newspapers are examples. 


1967 


INTRODUCTION 


La présente publication renferme des estimations des dé- 
penses engagées dans la production et la diffusion de la publi- 
cité au Canada. Comme notre enquéte s'adressait aux maisons 
de production et aux supports de publicité du Canada, les dé- 
penses publicitaires des entreprises étrangéres au Canada sont 
nécessairement comprises, tandis que celles des sociétés (ou 
des administrations publiques) canadiennes 4 1'étranger en sont 
exclues. Est aussi exclue la valeur des fournitures publici- 
taires importées, comme la publicité filmée pour la télévision, 
les imprimés, les galvanotypes, etc., de production étrangére. 


Pour des raisons d'économie on a jugé préférable de s'a- 
dresser aux supports de publicité, aux maisons de production 
et aux agences de publicité (en ce qui concerne leur commis- 
sion), plutét qu'aux annonceurs. Le Bureau fédéral de la sta- 
tistique effectue déja des enquétes annuelles sur les princi- 
paux supports de publicité ainsi que sur l'imprimerie et les 
industries connexes. Les enquétes annuelles ont été accom- 
pagnées d'études spéciales, ce qui a permis de publier le 
présent bulletin sur les "Dépenses publicitaires au Canada". 


Les commissions des agences de publicité occupent une 
place 4 part dans la liste des dépenses publicitaires; elles 
ne sont pas comprises dans les recettes des supports énumérés. 
Le poste de dépense le plus important que l'on a retranché est 
celui des frais "internes" des annonceurs, c.-a-d. ce que leur 
cofite le fonctionnement d'un service de publicité. Suivant la 
derniére enquéte (1965) sur les frais internes, ceux-ci s'éle- 
vaient 4 plus de 83 millions de dollars, ce qui représente 9.1 
p- 100 de l'ensemble des dépenses publicitaires. On a aussi 
supprimé certains frais de production, notamment les frais de 
photographie et les cachets versés aux artistes indépendants 
et aux exécutants. 


La présente publication recouvre donc les recettes pu- 
blicitaires de l'imprimerie, de 1'édition et des industries 
connexes, de la radio, de la télévision et de la majeure par- 
tie de l'industrie des enseignes et étalages, les recettes de 
publicité dans les transports en commun, de publicité directe 
(par la poste) et de diverses autres formes de publicité (comme 
la publicité des salles de cinéma), ainsi que les commissions 
des agences de publicité, les frais de production, y compris 
les recettes des studios d'art, des studios de tournage et 
d'enregistrement et des typographes. 


Il y a lieu de noter que ce ne sont pas seulement les 
sociétés commerciales qui ont des dépenses publicitaires: la 
publicité faite par les organismes de bienfaisance et les pe- 
tites annonces des journaux en sont des exemples. 


SECTION A 


SUMMARY OF RESULTS 


SOMMAIRE DES DONNEES 


Estimated advertising expenditures in Canada for 
1967 amounted to $967,603,701, while the Gross National 
Product reached $62,109 million (DBS Catalogue No. 
13-001). These figures indicate that Canadians devote 
roughly 1.6 per cent of the Gross National Product to 


En 1967, selon les estimations, les dépenses publicitai- 
res au Canada ont été de $967,603,701, tandis que le produit 
national brut atteignait 62,109 millions de dollars (voir la 
publication numéro de catalogue 13-001 du B.F.S.). Ces chiffres 
démontrent que les Canadiens consacrent 4 peu pres 1.6 p. 100 


advertising expenditures. As pointed out previously 
this amount contains no estimate of internal costs of 
advertisers i.e., the cost of operating an advertising 
department. The proportion spent on advertising in 
relationship to the G.N.P. has remained comparable over 
the last thirteen years. This means that the growth 
rate in advertising expenditures has approximated that 
of the G.N.P. 


The comparable figure for 1964 as shown in Table 1 
is $739,406,742 or 1.6 per cent of the G.N.P. for 1964, 
estimated at $47,393 million (DBS Catalogue No. 13-001). 
The above expenditure total for 1964, constitutes a 
revision -of the amount originally published in "Adver- 
tising Expenditures in Canada, 1964" (Catalogue No. 
63-512). The 1964 total shown in Table 1 was adjusted 
in order to be fully comparable with the totals given 
for 1966 and 1967. The study of advertising expendi- 
tures in Canada led to the conclusion that such items 
as: “estimated value of imported advertising material" 
and "creative work performed by advertising agencies’ 
staff", (which actually included mostly payments to 
free-lance artists and performers), should not be in- 
cluded in the list of miscellaneous items. The estima- 
tes for these two components together with other items 
formed the "Miscellaneous" section in the publication 
on advertising expenditures for 1964. The prevailing 
opinion is that such estimates are not sufficiently 
precise or inclusive and, therefore, probably mis- 
leading, Hence, the totals for advertising expendi- 
tures for 1966 and 1967 include neither figures for 
"imported advertising material" nor payments to free- 
lance artists or performers made by the advertising 
agencies. 


The largest component of advertising expenditures 
is for goods, space and services of the printing, pub- 
lishing and allied industries. Advertising revenue of 
these industries, representing an increase of 25.5 per 
cent and 6.1 per cent over 1964 and 1966 respectively, 
accounted for 56.9 per cent of total expenditures in 
1967. The 1967 total of $550,521,000 for printed ad- 
vertising comprises $405,736,000 as advertising reve- 
nue of Canadian newspapers and periodicals and 
$144,785,000 for the printing of catalogues and other 
printed advertising matter. More detailed discussion 
of this subject may be found in the section "Printed 
Advertising" which follows. 


Radio advertising revenue, at $88,457,839, ac- 
counted for 9.1 per cent of the total, while televi- 
sion, recording an increase of 37.9 per cent and 10.8 
per cent since 1964 and 1966 respectively, reached the 
amount of $111,252,950 or 11.5 per cent of the total 
in 1967. Advertising agencies' commissions amounted 
to $63,118,282. 


Outdoor advertising accounted for $84,494,008 and 
included advertising revenues of firms producing neon 
and other electric and non-electric signs, revenues of 
show card painters, sign writers, sign painters and 
other sign producers. Revenues of firms in other out- 
door advertising activities, such as renting space, 
putting up billboard or poster displays, etc., and ad- 
vertising matter in streetcars, buses and other tran- 
sit systems are also included. 


Direct mail (postage) amounted to $35,319,450, 
recording virtually no change in this item during the 
last two years. Miscellaneous advertising revenues 
accounted for $34,440,172 in 1967. 


It should be noted that the following table 
(Table 1) shows data for 1964, 1966 and 1967. The 1965 
data are not shown because in that year the adverti- 
sing expenditure survey was conducted on a different 
basis. (In 1965 a survey of advertisers was conducted 
rather than a survey of media revenue.) Hence, the 
data in the 1965 survey are not comparable to those in 
1964, 1966 and 1967. 


du produit national brut a la publicité. Comme nous L' avons 
déja précisé, ce montant ne comprend pas l'estimation des frais 
internes des annonceurs, c.-a-d. les frais de fonctionnement 
d'un service de publicité. La proportion des dépenses de pu- 
blicité par rapport au P.N.B. demeure comparable au cours des 
treize derniéres années. C'est a dire que le taux d'accrois- 
sement des frais de publicité a été relativement le méme que 
celui du P.N.B. 


Le chiffre correspondant de 1964 (au Tableau 1) est de 
$739,406,742, soit 1.6 p. 100 du P.N.B., lui-méme estimé a 
47,393 millions de dollars (numéro de catalogue 13-001, B.F.S.). 
Ce chiffre des dépenses est le résultat d'une révision du chif- 


fre publié 4 l'origine dans Advertising Expenditures in Canada, 
1964 (numéro de catalogue 63-512). Cette révision s'imposait 
pour que le total de 1964 soit parfaitement comparable a ceux 
de 1966 et de 1967. De 1'étude des dépenses publicitaires au 
Canada, il a fallu conclure que des postes comme "Estimations 
de la valeur des fournitures publicitaires importées" et "Cré- 
ations du personnel des agences de publicité" (ce dernier re- 
couvrant surtout les cachets versés aux artistes indépendants 
et aux exécutants), ne doivent pas figurer dans la liste des 
postes divers. Les estimations relatives 4 ces deux éléments 
constituaient, avec d'autres postes, la section "Publicité di- 
verse" de la publication sur les dépenses publicitaires de 
1964. En général, on est d'avis que ces estimations péchent 
par manque de précision ou par défaut d'exhaustivité et qu'en 
conséquence elles sont probablement trompeuses. Aussi, le 
montant total des dépenses publicitaires de 1966 et de 1967 ne 
comprend-il ni le cofit des "fournitures publicitaires importées" 
ni les cachets des artistes indépendants ou des exécutants 
versés par les agences de publicité. 


L'élément le plus important des dépenses publicitaires 
est celui qui se rapporte aux produits, a l'espace et aux ser- 
vices de l'imprimerie de 1'édition et des industries connexes. 
En 1967, les recettes publicitaires de ces trois secteurs d'ac- 
tivité, ayant augmenté de 25.5 p. 100 et de 6.1 p. 100 par 
rapport Aa celles de 1964 et de 1966 respectivement, représen- 
taient 56.9 p. 100 de l'ensemble des dépenses. En 1967, les 
recettes au titre de la publicité imprimée ($550,521,000) se 
répartissaient comme suit: $405,736,000 de recettes publici- 
taires des journaux et périodiques canadiens et $144,785,000 
pour l'impression de catalogues et d'autres imprimés publici- 
taires. On trouvera de plus amples détails 4 ce sujet dans la 
section suivante intitulée "Publicité imprimée". 


En 1967, les recettes de publicité radiophonique 
($88,457,839) représentaient 9.1 p. 100 des recettes totales, 
tandis que celles de publicité télévisée ont augmenté de 37.9 
p- 100 et de 10.8 p. 100 par rapport 4 1964 et 4 1966 respec- 
tivement, atteignant $111,252,950, soit 11.5 p. 100 du montant 
total. Les commissions des agences de publicité ont été de 
$63,118,282. 


La publicité extérieure a rapporté $84,494,008. Cette 
rubrique englobe les recettes publicitaires des producteurs 
d'enseignes au néon et d'autres enseignes lumineuses et non 
lumineuses, les recettes des peintres de pancartes, des pein- 
tres d'enseignes et des autres producteurs d'enseignes. Les 
recettes relatives 4 d'autres formes de publicité extérieure, 
par exemple la location d'espace, 1l'installation de panneaux- 
réclame ou d'affiches, etc., ainsi que les recettes des entre- 
prises qui placent de la publicité dans les tramways, les au- 
tobus et dans les autres véhicules de transport en commun sont 
aussi comprises. 


La publicité directe a rapporté $35,319,450 soit a peu 
prés la méme chose que l'année précédente. Les recettes publi- 
citaires diverses en 1967 ont été de $34,440,172. 


Il y a lieu de souligner que le tableau suivant (Tableau 
1) donne les statistiques pour 1964, 1966 et 1967. Celles de 
1965 n'apparaissent pas, étant donmé que cette année-1a 1l'en- 
quéte sur les dépenses publicitaires a été faite autrement. 
(En 1965, L'enquéte a porté sur les annonceurs plutét que sur 
les recettes des supports de publicité.) Ainsi, les statis- 
tiques de 1'enquéte de 1965 ne sont pas comparables a celles 
des enquétes de 1964, de 1966 et de 1967. 


TABLE 1. Estimated Advertising Expenditures in Canada, 1964, 1966 and 1967 


TABLEAU 1. Dépenses publicitaires (estimations) au Canada, 1964, 1966 et 1967 


1967/1966 
change 


Component 


Elément ay, 
Variation 


dollars 


All components - Total - Ensemble des éléments .....-..-e. 739,406,742 898,400,579 967,603,701 ie 
Printed advertising -- Publicité imprimée ............ ee ae “ 438,055,403) 518,792,006 550,521,000 6.1 
Radlos =e Bub iicmr ek radiophond dues spietieme neta cate ce eee ene 65,120,940 80,047 ,487 88,457,839 10.5 
Television =" Publicite televiscanweeee nen 2 cetie cee ace goon 80,662,036 100,391,057 1 2525950 10.8 
Advertising agencies' commissions -- Commissions des agences 

eM PUD UN CAG EIS f rapeesagerstet oe aye oy ln Ree ar vner esa teiievelete ema igareutstete : 46,596,607 57,082,209 63,118,282 10.6 
Outdoor advertising -- Publicité extérieure Pte siete vc eens 46,674,758 Perey ere ve! 84,494,008 14.2 
Direct mail (postage only) -- Publicité directe (frais de 

poste seulement) f2gAsien<.oe- dette ete te ini v.eeeeetes NSiacene Dists mye ; 35,336, 250 34,964,025 35,319,450 a0) 


Miscellaneous -- Publicité diverse 26,480,678 33,148,422 34,440,172 


SECTION B 


ADVERTISING EXPENDITURE COMPONENTS 


ELEMENTS DES DEPENSES PUBLICITAIRES 


Publicité imprimée 


Newspapers and Periodicals Journaux et périodiques 

For many years the Dominion Bureau of Statistics Le Bureau fédéral de la statistique a longtemps publié 
published an annual report entitled "The Printing un bulletin annuel intitulé "Les métiers de 1l'imprimerie". On 
Trades", This publication ceased with the 1959 edition, a abandonné cette publication avec l1'édition de 1959. Les 
For the years 1960 to 1962 statistics were issued in statistiques se rapportant aux années 1960 a 1962 sont parues 
the following four publications: "Commercial Printing dans les quatre publications suivantes: "Industrie de 1'impri- 
Industries"; "Engraving, Stereotyping and Allied merie commerciale"; "Gravure, stéréotypie et industries con- 
Industries"; "Publishing Industry"; "Printing and nexes'"': "Industrie de 1'édition": "Industrie de 1'imprimerie 
Publishing Industry". et 6dition"™. 

These four separate publications have now also On a aussi abandonné ces quatre publications indépen- 
been discontinued and beginning with 1963 only one dantes, qu’on a remplacées en 1963 par un seul bulletin, qui 
publication is prepared with the title "Printing, a pour titre "Imprimerie, édition et industries connexes" 
Publishing and Allied Industries" (Catalogue No. (numéro de catalogue 36-203). Les dépenses publicitaires y 
36-203). It shows advertising revenues as a separate sont traitées a part. Les renseignements recueillis pour ce 
item. The information compiled for that report has bulletin ont servi a l'enquéte de 1967 sur les dépenses pu- 
been used in the 1967 survey of advertising expenditures. blicitaires, Le Tableau 2 donne les statistiques chronolo- 
Table 2 gives historical data of advertising revenue of giques des recettes publicitaires des journaux et périodiques 
Canadian newspapers and periodicals from 1956 to 1967. canadiens de 1956 4 1967, par genre de publication. Au 
The data are broken down by type of publication. In Tableau 3, on fait une distinction, pour 1967, entre les re- 
Table 3 a distinction is made between advertising cettes publicitaires des journaux et périodiques imprimés dans 
revenue for 1967 of newspapers and periodicals printed les ateliers des éditeurs et celles des journaux et périodiques 
in publishers' own plants and advertising revenue of imprimés ailleurs. En 1967, l'ensemble des recettes publici- 
newspapers and periodicals not printed by the publish- taires des journaux et périodiques canadiens atteignaient 
ers. The total advertising revenue of Canadian news- $405,736,000, soit 69.0 p. 100 de plus qu'en 1956 
papers and periodicals in 1967 amounted to $405,736,000, ($240,097,308). 


an increase of 69.0 per cent over the 1956 revenue 
of $240,097,308. 


Other Printed Advertising Autre publicité imprimée 

Table 4 gives data for "other printed advertising Le Tableau 4 présente des statistiques sur les "recettes 
revenue", i.e. print advertising other than that ap- provenant des autres formes de publicité imprimée" c.-a-d. de 
pearing in newspapers and periodicals. The total la publicité imprimée ailleurs que dans les journaux et pério- 
revenue in this category was $144,785,000, an 84.9 per diques. Dans cette catégorie, les recettes globales ont été de 
cent increase over 1956. The largest single component, $144,785,000, soit 84.9 p. 100 de plus qu'en 1956. L'élément 
catalogues, accounted for $35,909,000, or 25 per cent le plus important, soit les catalogues, a rapporté $35,909,000, 
of the category. The remaining $108,876,000 includes ce qui représente 25 p. 100 des recettes de cette catégorie. 
expenditures on the printing of calendars, circulars, Les autres $108,876,000 proviennent de 1l'impression de calen- 
price lists, fliers, folders, posters, etc. driers, de circulaires, de listes de prix, de prospectus, de 


dépliants, d'affiches, etc. 


It should be noted that the $144,785,000 does 
not include most of the expenditures on the creative 
work needed in the production of print advertising, 
i.e. the internal cost of advertisers, or their 
expenditures with free-lance artists, copywriters, 
photographers, retouchers, etc. 


TABLE 2. Advertising Revenue of Canadian Newspapers and Periodicals, 


Il y aurait lieu de noter que le montant de $144,785,000 


ne comprend pas la plupart des dépenses relatives au travail 
de création qui entre dans la production de la publicité im- 
primée, c.-a-d, les frais internes 4 la charge des annonceurs, 
ou les sommes versées aux artistes indépendants, aux rédac- 
teurs, aux photographes, aux retoucheurs, etc. 


1956-1967 


TABLEAU 2. Recettes publicitaires des journaux et périodiques canadiens, 1956-1967 


Newspapers -- Journaux 


Trade 


Agricul- 


Magazines technical tural 
Weekly, of general and scientific publi- 
Year National semi-weekly, | circulation] publications cations All other 
-- Daily week-end tri-weekly -- -- = oS Total 
Année -- -- - - Revues de Publications Publi- Autres 
Quotidiens De fin de )Hebdomadai- diffusion | spécialisées, cations publi- 
semaine res, biheb- générale techniques, et | agricoles cations 
domadaires, scientifiques 
trihebdo- 
madaires 
dollars 
WO S Oi pateretate’s stevere 142,409,186 14,701, 388 USSS43 17 9S 17,940, 227 20,641,699 | 6,310,789 18, 750,221 240,097,308 
LOSI Wateletslviaiavete 146,388,471 URS ZO UIs 2 iy coe 18,109,182 225,376,176 | 6,217,435 21,532,407 249,575,168 
USD ER a alatatetereierere 152,536,489 | 15,457,410 20,306,377 L779 Spaz 231,382, 702|, 6,303,824 1255.23.65. 4017/ 261,023,461 
EOD Oa eRayeteteiatele a 166,316, 236 I) 350,837 21,900,462 18,512,676 25LOZ O34 | 16, 750578 (28,.9555005 282,953, 226 
MO GOR ersrateerettareere 169,927,549 17,089,079 235 Lop 79) Zl 08315305 25,760,200] 6,439,865 | 30,717,063 294, 883, 240 
UNS Gull eeeretetor= <te(el ev L74, 1585578 | 16593457389] 23),6915 553 197,801,359 25,214,701 5, 756,839: | 33,120,092 298,677, 860 
WOO 2meetoretatalsiat evans 184,054,048 | 17,018,365 24,907,895 17,875,244 24,547,153 5,529,466 34,979,969 308,912,140 
IGS Goongaov.oc 187,619,226 17,039,427 24,878,529 17,319,948 24,932,700 5,617,089 | 35,900,016 313,306,935 
OO eitavatetavetetales< 195,894,340 17,935,294 | 26,256,104 17, 817, 894 26,399), 22 SDD Le 2 OOn lms + 12 Osood: 327,581,473 
NO OS Wetets) sterelolare 220, 822,462 L7G3985 159, 29,466,378 | 19,650,618 29, 9305500) | 4,230,163 39,287,000 |} 360,780,880 
LOG OM crsielsieielels\~ 234,915,000 49,692,000 21,872,000 29,650,000 | 5,714,000 | 42,890,000} 384,733,000 
UD Ore ecrotelero ciete, <6 239,810,000 58, 856,000 22,940,000 32,429,000 | 6,036,000 | 45,665,000 | 405,736,000 
TABLE 3, Advertising Revenue of Canadian Newspapers and Periodicals, by Classes, 1967 
TABLEAU 3. Recettes publicitaires des journaux et périodiques canadiens, par catégorie, 1967 
Periodicals Periodicals 
printed in not printed 
publishers' by the 
Class own plant publishers 
Catégorie Périodiques Périodiques tetat 
imprimés non imprimés 
dans les par les 
ateliers des éditeurs 
éditeurs 
dollars 
Newspapers, daily -- Journaux, quotidiensS .....s.ccccccccccceces 239,469,000 341, 000 239,810,000 
Newspapers, national week-end -- Suppléments de fin de semaine 

(nationaux) alfa aiie) al e's) s (ielins wlSheie ie lelsie Wins) ©. ciere ella stetsl aie siele ovaVoreisvereiele)e © 
Weekly and semi-weekly -- Hebdomadaires et bihebdomadaires ..... : eee 18, 608; 000 58, 856, 000 
Controlled distribution, weekly newspapers -- Journaux hebdo- 

Madalres, ELrage’ JUSELEIE ec. ce wn os eistelsleictsietatalereatetststsileraistetets 361,000 1,454,000 1,815,000 
Magazines of general circulation -- Revues de diffusion générale 9,972,000 12,968,000 22,940,000 
Telephone and city directories -- Annuaires des téléphones et 

bottins municipaux ......... Slaletelolcverelstarel aise clotelaletelsiofersls/clale tialera iste 264,000 39,886,000 40,150,000 
Trade, technical and scientific publications -- Publications 

spécialisées, techniques et scientifiques .......sseeecececees 16,016,000 16,413,000 32,429,000 
Agricultural publications -- Publications agricoles ............ 4,021,000 2,015,000 6,036,000 
Religious publications -- Publications religieuses ............. 177,000 307,000 484,000 
School and collegiate publications -- Journaux scolaires ....... (1) (1) 147,000 
Fraternal publications -- Publications de sociétés fraternelles (Gis) (1) 340, 000 
Juvenile publications -- Publications pour la jeunesse ......... (@) (1) 12,000 
Other periodicals -- Autres périodiques ..... SOU OO ACO UD UEO OCOD 2,356,000 860,000 2,717,000 

Newspapers and periodicals - Total - Journaux et périodiques 312,884,000 92,852,000 405, 736,000 


(1) Included with "All other periodicals". -- Compris dans "Autres 


périodiques", 


TABLE 4, Other Printed Advertising Revenue, 1956-1967 


TABLEAU 4, Recettes provenant des autres formes de publicité imprimée, 1956-1967 
All other 
printed books All other 
chiefly for printed 
eat advertising matter 
ae Caravonve® Tous autres Autres petes 
livres destinés imprimés 
surtout & 
des fins 
publicitaires 
dollars 
EO SGsy ever otezsrayai ov nlateter atateystelatate ars siete fe sera ranstaeetoracets 16,422,405. Degli, 9S4 56,619,521 78,319, 860 
WS rateteiay soleil ste sai claro asters nemete cts attra rainrctem cierto T7812), 529 5,654,609 60,093,857 83,560,995 
USD Saar opensialeyalorsivste crate vereoyerstctekoietete/atoreheleier a erelate 75365), 913: 5,358,598 60,812,195 83 , 536, 706 
WO SO Marotectelate steratersiereresteiarciecie eteiercieieeere cictere ZL IOIs 925 (1) 56,998,721 78,758,646 
LOG OM srsjarevasatensyel Vetere ol she lo) sievah chet cvevatete ayeyave ai efatel Tare 23,134,516 (1) 62,192,010 85,326,526 
U9 Oilers eetereteiciers cle/scate eravecaiete crsrecereterera crete ste oroicrts 23,193,406 (1) 66,992,595 90,186,001 
NOG 2ietsrciei siete) sleleretss BOOS TOO OOOO DOO Ol NOOO 23,428,785 (1) 69,551,093 92,979,878 
US GOleeeteretereratersrarstatcla cinietarerorstersvoia cre cietermarerccaerer ate 26,406,000 (1) 76,676,000 103 , 082,000 
DG Seis erate lel store eves sy a/el's/p sieve aia ay'o ero) ele ayer atayeNarakcleverevatere 26,608,000 (1) 84,346,000 110,954,000 
LS OS arena retetetstaleveetetviets sleratereretarc es stators afaisveleletalotelcre 30,624,000 (1) 90,091,000 120,715,000 
UO. GG ¥ cizveyase!'state) si atatay cies sone; seis srer stal'sisie-aletelatetetel ora oie 32,590,000 (1) 101,469 ,000 134,059,000 
OGY EE alot Veketaloteleioferoial svele/ sole siselaarstcheteteltvet ete ef eterecets 35,909,000 (1) 108,876,000 144,785,000 
(1) Included with "All other printed advertising matter". -- Compris dans "Autres imprimés", 


Radio and Television 


Information which appears in this section has 
been published by the Dominion Bureau of Statistics 
which annually surveys the Canadian broadcasting 
industry. The data are compiled from information 
contained in DBS questionnaires, which were completed 
by the Canadian Broadcasting Corporation and the 
licencees of the private commercial broadcasting 
stations in operation during 1967. These question- 
naires have been designed to serve the requirements 
of the Canadian Radio-Television Commission, the 
Department of Transport and the Dominion Bureau 
of Statistics. 


Table 5 reveals that for 1967, in Canada, adver- 


tising revenue in broadcast media totalled $199,710,789 


of which $88,457,839 was for radio and $111,252,950 
was for television. In comparison with 1964 the ad- 
vertising revenue of radio stations increased by 


roughly 36 per cent and that of television stations by 


38 per cent. All such media totals exclude advertis- 
ing agencies’ commissions. To obtain the total of 
advertisers' expenditures in broadcast media, the 
commission of advertising agencies should be added to 
these amounts (see Table 6). Even then certain 
components will be missing: the production of commer- 
cials, as it is not undertaken by the station 

but by a film or recording studio, is included under 
"Miscellaneous Advertising Expenditure" (see Table 1); 
fees paid to advertising agencies for the production 
of commercials or for arranging the production or for 
the creative work, imported commercials and several 
other expenditure items have had to be excluded from 
this report altogether. 


Publicité radiophonique et télévisée 


Les renseignements de la présente section ont déja été 
publiés par le Bureau fédéral de la statistique 4 l'occasion 
de l'enquéte annuelle sur la radiodiffusion canadienne. Ils 
sont tirés des questionnaires du B.F.S. remplis par la Socié- 
té Radio-Canada et par les stations commerciales privées en 
activité en 1967, Les questionnaires employés étaient congus 
pour répondre aux besoins a la fois du Conseil de la radio- 
télévision canadienne, du ministére des Transports et du 
Bureau fédéral de la statistique, 


Le Tableau 5 montre qu'en 1967 les recettes publicitai- 
res de la radiodiffusion au Canada ont été de $199,710,789, 
dont $88,457,839 pour la radio et $111,252,950 pour la télé- 
vision. En comparaison de 1964, les recettes publicitaires 
des stations de radio ont augmenté en gros de 36 p. 100, et 
celles des stations de télévision, de 38 p. 100. Ces chif- 
fres ne tiennent pas compte des commissions des agences de 
publicité. Pour connaitre le montant total qu'ont versé les 
annonceurs aux radio-diffuseurs, il faut ajouter la commis- 
sion des agences de publicité (voir Tableau 6). Et méme 1A 
il manquera certains éléments: la production de messages 
publicitaires, quand ils ne sont pas l'oeuvre de la station 
mais pluté6t d'un studio de tournage ou d'enregistrement, est 
comprise dans les dépenses publicitaires diverses (voir Ta- 
bleau 1); il a fallu exclure entiérement du présent bulletin 
les montants versés aux agences de publicité pour la produc- 
tion de messages publicitaires ou pour le travail de création, 
le coiit des messages publicitaires importés ainsi que plu- 
sieurs autres postes de dépense. 


All private commercial broadcasting stations and 
the Canadian Broadcasting Corporation were surveyed to 
obtain their net revenue from advertising. It should 
be noted that the data reported for privately owned 
stations are for the 1967 calendar year while the CBC 
reported for the fiscal year 1967-68. The net reve- 
nue from advertising included charges billed either 
directly to advertisers or through advertising agen- 
cies and consists of station time, program cost, ad- 
vertising production and talent costs, announcers’ 
fees and line charges. All broadcasting stations 
report advertising revenue received from network, na- 
tional and local advertising net of advertising agen- 
cy commissions. 


Network advertising revenue consists of revenue 
received for advertising when a station is attached 
to a network, Arrangements are generally made by the 
advertiser or his agency directly with the CBC or with 
the other networks. In the case of a non-CBC network, 
arrangements may also be made with individual stations. 
These individual stations show as network advertising 
revenue only the amount that was received from the 
network. National advertising represents those pro- 
grams and spot announcements where the advertiser, or 
his agency, makes all arrangements directly with the 
network and pays at a national rate. Such advertising 
is generally for a manufacturer and need not be na- 
tional in broadcast coverage. Local advertising reve- 
nue is revenue received from local or district adver- 
tisers (mostly retailers) for programs and announce- 
ments broadcast on a non-network basis. 


Excluded from this report entirely are the 
production or talent costs for commercials made in 
other countries but channelled through Canadian 
networks, 


TABLE 5, 
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On a fait enquéte auprés de tous les radiodiffuseurs 
privés et de la Société Radio-Canada afin de connaitre leurs 
recettes nettes provenant de la publicité. A remarquer que 
les données relatives aux stations privées sont celles de 
l'année civile 1967, alors que les renseignements relatifs 
A la Société Radio-Canada se rapportent a4 l'exercice finan- 
cier 1967-68. Les recettes nettes provenant de la publicité 
sont les montants facturés soit directement aux annonceurs, 
soit par l'entremise d'agences de publicité, et représentent 
la valeur du temps d'antenne, le cofit des émissions, le cofit 
de production des annonces et les cachets des artistes, la 
rétribution des annonceurs et les frais d'utilisation de 
lignes. Toutes les stations de diffusion déclarent les re- 
cettes provenant de la publicité de réseau et de la publicité 
national ou locale, sans compter les commissions des agences 
de publicité. 


Les recettes provenant de la publicité de réseau sont 
les recettes publicitaires d'une station qui est rattachée a 
un réseau, En général, c'est 1l'annonceur ou son agence qui 
traite directement avec Radio-Canada ou avec les autres ré- 
seaux. Dans le cas des réseaux autres que Radio-Canada, il 
est aussi possible de traiter avec les stations individuelles,. 
Ces derniéres ne déclarent comme recettes de publicité du ré- 
seau que le montant provenant du réseau. La publicité natio- 
nale s'entend des émissions et des annonces-éclairs ou l'an- 
nonceur, ou son agence, traite directement avec le réseau et 
paie au taux national. Ce genre de publicité s'emploi en gé- 
néral dans le cas d'un fabricant, et n'a pas besoin de diffu- 
sion nationale. Les recettes provenant de la publicité loca- 
le sont les montants payés par les annonceurs locaux (détail- 
lants pour la plupart) pour la diffusion d'émissions ou d'an- 
nonces autres que sur le réseau. 


Sont entiérement exclus du présent bulletin les coats de 
production ou les cachets des artistes lorsqu'il s'agit de 
messages publicitaires réalisés dans d'autres pays mais dif- 
fusés par l'entremise des réseaux canadiens. 


Advertising Revenue of Radio and Television Stations, by Type of Program, 


1966 and 1967 


TABLEAU 5. 


Recettes publicitaires des stations de radio et de télévision, par genre d'émission, 


I9GoRecy L9G 


Network 
and 
Media national Local 
Support Publicité sur Publicité tone 
réseau et locale 
publicité 
nationale 
dollars 
1966 
RAdLO sere reese serene reece cere eee cree nce e rene cree n cee eeenes 32,843,780 47,203,707 80,047,487 
MEL CUMS OI Me varavsraty sicieese’a sravayscerais:.cvate a Velorete ietoveva ace / aie ste ite poiavemtevoselerere 81,567,546 LST S23 oud 100,391,057 
ROE Mors avay'n ot oN Voretere)o:cisvola’acaie, aiesayeereteese relersralerniavevsvo’s (oie tteraie sielais 114,411,326 66,027,218 180,438,544 
1967 
RAdLO oe eeseeee reece cree nce eesccceseneec esses es cecscrececeece 36,620,391 51,837,448 88,457,839 
DT MOVES TOME oarrat ayo, si elolarers oats eheya\biera ca cle cron ise wlace’slseiein eave orarmetere ere ahele 90,138,848 21,114,102 111,252,950 
Total 126,759,239 72,95 k ODO 199,710, 789 
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Advertising Agencies 


Advertising agencies act as intermediaries bet- 
ween the advertisers and the various media in which the 
advertising is placed. On behalf of their clients, ad- 
vertising agencies make contracts for space or time 
with the media. They engage in the preparation of ad- 
vertising material and advise their clients in a number 
of respects regarding their advertising program. The 
accredited agencies usually operate on a commission 
basis with the media through which they place their 
clients' advertising. 


In 1967, 176 advertising agencies operated in 
Canada, an increase of 11 over 1966 and 27 over 1964. 
Their total commissionable billings amounted to 
$420,092,360 ($154,467,028 in 1954) on which they re- 
ceived commissions amounting to $63,118,282, an in- 
crease of 171.7 per cent over 1954. As already pointed 
out, the various media figures do not include the com- 
missions of accredited advertising agencies. The a- 
mount of agencies' gross revenue from commissionable 
billings must, therefore, be taken into consideration 
to produce an estimate of total advertising expendi- 
tures for 1967, 


The information shown on advertising agencies in 
this section of the report is available in much great- 
er detail from the regular annual DBS publication is- 
sued under the title "Advertising Agencies, 1967", 
Catalogue No. 63-201. Table 6 of the present report 
shows the percentage distribution of commissionable 
billings by medium and agency commissions for the 
period from 1956 to 1967. 
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Agences de publicité 


Les agences de publicité font fonction d'intermédiaires 
entre les annonceurs et les divers supports publicitaires. 
Les agences de publicité négocient avec les supports publici- 
taires, pour le compte de leurs clients, les contrats d'achat 
d'espace ou de temps. Elles s'occupent de la préparation de 
leurs programmes de publicité. Les agences agréées travaillent 
ordinairement 4 la commission (qui leur est versée par les sup- 
ports publicitaires dans lesquels ils placeront la publicité 
de leurs clients). 


En 1967, il y avait au Canada 176 agences de publicité 
en activité, soit 11 de plus qu'en 1966 et 27 de plus qu'en 
1964. La valeur totale de leur publicité 4 la commission a 
été de $420,092,360 ($154,467,028 en 1954), sur laquelle elles 
ont touché une commission de $65,118,282, soit 171 p. 100 de 
plus qu'en 1954. Comme on 1'a déja signalé, les chiffres des 
recettes des divers supports publicitaires ne comprennent pas 
les commissions des agences de publicité agréées. I1 faut donc 
tenir compte des recettes brutes provenant de la publicité a 
la commission pour pouvoir établir une estimation des dépenses 
publicitaires pour 1967. 


Les renseignements sur les agences de publicité qui fi- 
gurent dans la présente section du bulletin sont présentés de 
facgon beaucoup plus détaillée dans la publication du B.F.S. in- 
titulée “Agences de publicité, 1967" (numéro de catalogue 
63-201). Le Tableau 6 du,présent bulletin donne la réparti- 
tion de la publicité 4 la commission, par support publicitaire, 
ainsi que les commissions des agences pour la période 1956 a 
1967. 


TABLE 6. Percentage Distribution of Commissionable Billings by Medium and 
Agency Commissions, 1956-1967 


TABLEAU 6. Répartition de la publicité 4 la commission, par support publicitaire, 
et commissions des agences, 1956-1967 


Percentage distribution of commissionable billings 


Total Répartition proportionnelle de la publicité 4 la commission 
commission- 
able Production, Agency 
billings Other artwork, commissions 
Year -- visual printing, etc. Television - - 
Behe Publicité Publi- ae era ae Commissions 


Autres 
moyens 
visuels 


a la com- 

mission, 
valeur 
totale 


cations 


dollars 


1956 cecceseceececs 201,797,434 
1957 seccccsscsvens 222,025,288 
L958) oto si evelelersieles 0 ne 233,789,205 
1959 seccccsccccons 250,080,021 
1960 ..... ceeecoere 267,756,156 
1961 .cccressscrvece 277, 805 ,963 
1962 ccerecvecscces 293,028,021 
1963 -cvcccoesecses 296,762,297 
1964 cceccccccccees 311,332,070 
1965 sscccecveccscs 354,650,007 
1966 ..eeee deececee 392,542,021 
1967 sccccccsensecvns 420,092,360 


-. Amount too small to be expressed. -- Montant infime. 


Production, 


Télévision Autres des agences 


dessin 


publicitaire, 
impression, 
etc, 


per cent -- pourcentage 


30,452,807 
33,377,463 
35,277,406 
37,678,828 
39,993 ,639 
41,253,508 
43,496,564 
44,270,021 
46,596,607 
52,883 , 006 
57,082,209 
63,118,282 


Outdoor Advertising 


Table 7 shows the two components of expenditures 
for outdoor advertising. The amount of $62,576,000, 
represents the estimated advertising revenue of manu- 
facturers of neon and other electric and non-electric 
signs. It has been arrived at by adjusting the data 
published in the Dominion Bureau of Statistics publi- 
cation "Signs and displays Industry, 1967", (Catalogue 
No. 47-209) in accordance with information obtained 
from important producers. This component has increased 
sharply during the last couple of years. The expansion 
is caused, on one hand, by a strong demand for goods 
and services of sign manufacturers, and, on the other, 
by the inclusion of data from some manufacturers who 
were out-of-scope during the previous years. 


The second component, $21,918,008 comprises, as 
indicated in the description, several different types 
of advertising expenditure which could not be published 
separately because relatively small numbers of firms 
are engaged in the production of any one type of adver- 
tising material or service. Hence, the individual 
types of expenditure had to be suppressed to prevent 
disclosure of confidential information. This infor- 
mation was obtained by a special mail survey of the 
firms concerned. 
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Publicité extérieure 


Le Tableau 7 indique les deux éléments des dépenses en 
publicité extérieure. Le montant de $62,576,000 représente 
la valeur estimative des recettes publicitaires des fabricants 
d'enseignes au néon et d'autres enseignes lumineuses et non 
lumineuses. On est arrivé a ce résultat en rectifiant les 
statistiques parues dans la publication du Bureau fédéral de 
la statistique intitulée Signs and Displays Industry, 1967 
(numéro de catalogue 47-209), d'aprés les renseignements four- 
nis par les grands producteurs. Il y a eu une forte augmenta- 
tion dans cet élément au cours des deux derniéres années. 
L'expansion s'explique d'une part par le fait que les produits 
et les services des fabricants d'enseignes sont tres en deman- 
de et, d'autre part, parce qu'on a pris en compte les données 
de certains fabricants qui n'avaient pas été couverts par les 
enquétes des années précédentes. 


Le deuxieme élément, dont la valeur des recettes s'éléve 
a $21,918,008, englobe, comme on le précise dans la descrip- 
tion, différents genres de dépenses publicitaires dont les 
chiffres ne pourraient pas étre publiés séparément vu le nom- 
bre relativement faible des entreprises qui s'occupent de l'une 
ou l'autre de ces formes de publicité. Il a donc fallu grou- 
per ces divers postes, de maniére a protéger le secret statis- 
tique. Les renseignements proviennent d'une enquéte spéciale 
par la poste effectuée auprés des entreprises intéressées. 


TABLE 7. Outdoor Advertising, 1967 


TABLEAU 7. Publicité extérieure, 1967 


Component Amount 
Elément Montant 
$ 
Neon and other electric and non-electric signs -- Enseignes au néon et autres enseignes lumineuses et 
HOD ML UMUC S ES atetsreteherela lel s oletorstereleer cielel elas telelcie sists wetetetete evel stete alate sede <lelleiiestaeler ciele Choo SC CREEL ROSE HLO.OLIO CD DAO 62,576,000 
Firms in other outdoor advertising business (renting space, putting up billboards or other displays, 
placing advertising matter in streetcars, buses and other transit systems and so forth); advertis- 
ing revenue of other sign producers, show card writers, sign painters, etc. -- Autres formes de pu- 
blicité extérieure (location d'espace, montage de panneaux-réclame ou autres genres d'affiches, 
placement de publicité dans les tramways, les autobus ou les autres véhicules de transport en com- 
mun et ainsi de suite); recettes publicitaires des autres producteurs d'enseignes, des peintres de 
PANCABCes pC esS sPEl EROS EO LeMSed CMOS. Met Ce cslelstaielet fete cattle siaweietahs al aialioisteleiehevehste re, ecl.oi exeliel« leleve olorel cote ereke eerie 21,918,008 
SR chit MePMavanotet stirs care tete atnia cates ese rar cae 0 cave. oars leiv¥s: a stacetenara) aba ini e ekeyie a -eVaTete) otters) 8) aye ay otanaWites west ct sve ve vevecto cue: auger ohana te ouecebene ete 84,494,008 


Direct Mail Advertising 


An arbitrary estimate of 75 per cent of total 
third-class mail was used to arrive at the postal 
charge for direct mail advertising of $35,319,450 in 
1967 compared with $34,964,025 and $35,336,250 for 
1966 and 1964 respectively. To arrive at a more com- 
plete estimate of direct mail advertising expenditure, 
the major portion of $15,868,531 shown in Table 8 for 
coupon redemption houses, direct mail houses etc., 
should be included. Furthermore a large proportion 
of the $144,785,000 on print advertising (i.e. the 
total amount spent on printed advertising, see Table 
1, less the total amount spent in print media, see 
Table 2) will have found its way through direct mail. 


Publicité directe 


Si l'on pose arbitrairement que 75 p. 100 de tout le 
courrier de troisieme classe est de nature publicitaire, on 
établit que les frais de poste pour la publicité directe en 
1967 ont été de $35,319,450 contre $34,964,025 en 1966 et 
$35,336,250 en 1964. Pour avoir une estimation plus juste 
des dépenses en publicité directe il faudrait prendre en compte 
la plus grande partie des $15,868,531 qui figurent au Tableau 
8 en regard de 'Maisons de rachat des coupons, maisons de pu- 
blicité directe, etc.". De plus, une bonne partie des 
$144, 785,000 affectés 4 la publicité imprimée diverse (c. -a-d. 
le montant total dépensé en publicité imprimée - Tableau 1 - 
moins le montant total versé aux journaux et périodiques - 
Tableau 2) sont des frais de poste. 
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TABLE 8. Miscellaneous Advertising Expenditures, 1967 


TABLEAU 8. Dépenses en publicité diverse, 1967 


RE A ek ES 


Component 


Elément 


Amount 


Montant 


$ 


Theatre screenings of advertising films -- Projection des films publicitaires dans les cinémas ..... 117, 880 
Production of motion picture films in Canada used for advertising purposes -- Production de films au 

Canada andes: fins (publics tales: scitae ee aoe tote on ie elena Sane eae avatars Sealanetate seayer tore 7 4,600, 000 
Advertising work of commercial artists -- Travail de publicité des dessinateurs publicitaires ...... 9,561, 806 
Coupon redemption houses, direct mail houses and houses dealing in advertising specialties -- Mai- 


sons de rachat des coupons, maisons de publicité directe et maisons de spécialités publicitaires 


Window display service -- Service d'étalages ............. 
Door-to-door household delivery -- Livraison a domicile 


Miscellaneous 


Miscellaneous items of advertising expenditures 
for which data are available totalled $34,440,172 in 
1967 against $33,148,422 in 1966 and $14,482,476 in 
1954. The chief component in this section represents 
the estimated advertising revenue of coupon redemption 
houses, direct mail houses and houses dealing in ad- 
vertising specialties. In spite of every effort made 
in this survey, there is a possibility that not all 
advertising specialty houses were covered. Advertising 
revenue of commercial art studios was estimated to 
account for $9,561,806 in 1967, but this will exclude 
the revenue of many free-lance artists who work out 
of their homes. The advertising revenue of graphic 
houses and other commercial studios is included in this 
amount. Production of motion picture films in Canada 
used for advertising purposes is estimated to be roughly 
$4,600,000 according to Table 8. Lesser amounts re- 
present such items as: window display service, door-to- 
door household delivery and theatre screenings of ad- 
vertising films. 


15, 868, 531 
1,392,612 
2,899, 343 


34,440, 172 


Publicité diverse 


Les dépenses de publicité diverse en 1967, d'apres les 
renseignements qu'on possede, ont atteint $34,440,172 contre 
$33,148,422 en 1966 et $14,482,476 en 1954. Le principal 
élément de cette section teprésente l'estimation des recettes 
publicitaires des maisons de rachat de coupons, des maisons 
de publicité directe et des maisons de spécialités publicitai- 
res. En dépit des efforts déployés dans l'enquéte, il se peut 
que toutes les maisons de spécialités publicitaires n'aient 
pas été prises en compte. En 1967, les recettes des ateliers 
de dessin publicitaire ont été de $9,561,806 (valeur estimati- 
ve), mais ce chiffre ne comprend pas les revenus des nombreux 
artistes indépendants qui travaillent a domicile. Les recet- 
tes publicitaires des maisons d'art graphique et des autres 
ateliers commerciaux sont comprises dans ce montant. D!'apres 
le Tableau 8, la production de films a des fins publicitaires 
a rapporté en gros des recettes estimatives de $4,600,000. 

Les montants sont moins importants dans le cas des postes 
suivants: service d'étalages, livraison a domicile et projec- 
tion de films publicitaires dans les cinémas. 


